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Now...in the best silver selling season 


You have enough 
1347 ROGERS BROS. 


America’s Best Selling Silverplate 


How’s your stock of 52’s for 8? Your most 
popular set now at a new, low price! Only 
$79.75 retail. With chest, $10 more. In 
every beautiful ‘*1847” pattern. 

Stock (9 Display() Ad mats 





Plenty of Basic Sets on hand? New, fast- 
moving sets in service for 6, $48.50; for 8, 
$66; for 12, $98.50. Each contains basic place 
setting pieces and popular serving pieces. 
Handsomely gift packaged. 


Are you well covered on children’s gifts? 
Here are two best-sellers: Infant Feeding 
Spoon with special shallow bowl, $1.50; 
Sta-Put Hot Plate 3-part dish with hot 
water container, plus 3-piece Feeding Set, 


Stock (J Display (J Ad mats (J $5.50. Stock (J Display (J Ad mats (J 





Check your Approved Wholesale 
Distributor for deliveries. For dealer 


1847 ROGERS BROS. 


America’s Finest Silverplate 


helps, write directly to the Advertis 
ing Department, ‘The International 


Silver Company, Meriden, Conn The Internaticnal Silver Company, Meriden, Conn. The Silver City. 











there’s a difference 


in diamonds 


The man may pay for her diamonds, 
but she's the one who makes 
the selection. What s more she 
knows there 1s a difference tn 
diamond quality and a difference 
in diamond value. To make the 
sale you need a complete selection 
All top values in whatever 
quality, shape or size diamond 
she desires 
These selections are available 
on memo from William Levine 
to make your store the diamond 


center of your community 


Model wearing 12 
diamond ring 
with 2 pear-shape 
diamonds and GO ct. 
diamond necklace. 
Available on memo. 


William Levine Company 


Importers and C atters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois... Phone CEntral 6-3700 





THE JEWELERS’ 


Executive and Editorial Offices: 


Chestnut and 5éth Sts., Phila. 39, Pa., U.S.A. 
Telephone: SHerwood 8-2000 


om =@® 


P. M. FAHRENDORF, President 
LANSFORD F. KING, Publisher 
DONALD 5S. McNEIL, Editor 


JAY HANNAH, Art Director and Managing 
Editor 


MARION K. STOCKER, Associate Editor 
DONALD DOWDEN, News Editor 

GAETON J. FONZI, Associate Editor 
MADELINE LOVE, Gifts Editor 

PAUL WOOTON, Washington Member of the 
Editorial Board 


Washington News Editors 
1093 National Press Building 
Washington 4, D. C. 
GEORGE BAKER 

NEIL R. REGEIMBAL 

RAY M. STROUPE 


HENRY B. FRIED, Horological Consultant 
JOHN J. BOWMAN, Technical Consultant 
DR. FREDERICK H. POUGH, Gem Consultant 
VIRGINIA DIXON, Display Consultant 
JERRY GEWIRTZ, Fashion Consultant 
WILLIAM WAGNER, Instaiment Credit 
Consultant 


BUSINESS STAFF 

NEIL SCHIFFER, Production Manager 
HAROLD ECKELMAN, Promotion Manager 
ELMER DALTON, Circulation Manager 


New York 

100 E. 42nd St., New York I7, N. Y 
OXFORD 7-3400 

ARTHUR J. TUVERI 

RAYMOND V. LAWRENCE 
MADELINE LOVE 

OLIVER E. HAUPT, JR. 


New England 

420 Ind. Bank Bidg., Providence 3, R. | 
GAspee !-528! 

E. P. LINGHAM 


Chicago 

Room 418, 360 N. Michigan Ave. 
Chicago |, Iilinois 

RAndolph 6-2166 

JAMES L. LATTA, JR 


Northern California 

1355 Market Street, San Francisco 3, Calif. 
UNderhil! 1-9737 

FRANK McKENZIE 


Southern California 

198 S. Alvarado St., Los Angeles 57, Calif 
DUnkirk 7-4337 

JACK KAY 


Subscriptions: Address correspondence to: 
Circulation Manager, JEWELERS’ CIRCULAR- 
KEYSTONE, Chestnut and 5éth Streets, Phila- 


deiphia 39, Pa. Allow one month for changes 
of address, stating old as well as new ad- 


aress 


COPYRIGHT 1958 BY CHILTON COMPANY 
OFFICERS AND DIRECTORS 


Vol. CXXIX No. 2 


Joseph S. Hildreth, Chairman of the Board 
G. C. Buzby, President 


Vice-Presidents: P. M. Fahrendorf, Leonard 
V. Rowlands, George T. Hook, Robert E. 
McKenna; Treasurer, William H. Vallar: Sec- 
retary, John Blair Moffett; Directors, Maurice 
E. Cox, Frank P. Tighe, Everit 8. Terhune, 
Jr.. Russell W. Case, Jr.. John C. Hildreth. 
Jr.. Comptroller, Stanley Appleby. 


Publishe monthly by CHILTON COMPANY, 
Chestnut an 56th Sts Philadelphia 39, Pa 
Second lass postage paid at Philadelphia, Pa. 
Subseription price—-United States or its posses- 
sions one year $3.00; two years $5.00 Canada 
one year $5.00. Western Hemisphere countries (ex 
cluding United States or its possessions and 
Canada); one year $10.00. Other foreign countries 
one year $15.00, single copies 35 cents in U. S. A 
Subscription payable in advance. 


CIRCULAR-KEYSTONE 


NOVEMBER 1958 


That fabulous necklace worn by our elegant 
cover girl is among Diamonds-International 
Award winners for 1958. (You'll find others 
on pages 52-57.) Lines and frills around the 
big emeralds in this dainty network of dia- 
monds are tapered baguettes. E. Meister of 
Zurich, Switzerland, created the beautiful 
piece. . . . You'll get valuable help on “How 
to Sell More Watches" from our digest of 
Elgin's just-published grass-roots survey of the 
buying habits of 7,000 men, women and teen- 
agers (p. 70). 
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Display available 
now from 

your Anson 
distributor 


/ SHOE HORNS 
16” LONG s=gsO 


5 LONGER THAN PICTURED! 


KEYSTONE 


GOLD OR RHODIUM PLATED 
HANDLE WITH SIGNET 


People just love them. So impressive! So 
much for the money . . . so beautifully gift 
packaged! Hundreds of jewelers keep reorder 
ing Anson's giant shoe horns — they sell so 
quickly. You need them for Christmas. Hurry, get 
them as quickly as you can! 
CALL YOUR ANSON DISTRIBUTOR FOR UNIT 301,59 Y— 
12 assorted $3.50 giant shoe horns (6 with gold-plated, 6 
rhodium-plated handles) in red, black and bone-textured plastic 
horns. All magnificently boxed 
YOUR COST $21.00 —TOTAL RETAIL $42.00 
Available also with engraved sterling handle $5.00, or with 12K 
goid-filled engraved handle $6.00. Keystone 
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ANSON’S NEW PRODUCTS CRUSADE .. BRINGS YOU NEW, TRULY 
TEMPTING, UNUSUAL ITEMS FAIRLY PRICED TO YOU AND YOUR CUSTOMERS. 


, 
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ANSON INC., 24 BAKER STREET, PROVIDENCE 5, R. |. 


ORDER TODAY 
from these 
Anson Distributors 


ARIZONA 
E. W. Reynolds Co., Phoenix 


CALIFORNIA 

The Ball Co. of California, Los Angeles 
Friedman Gessier Co., Los Angeles 
Sam Haffner, Inc., Los Angeles 

Simon Green Co., Los Angeles 

Phillip Wolman Co., Los Angeles 

S. M. Mickelson Co., San Francisco 
Morgan & Allen Co., San Francisco 


COLORADO 
A. C. Becken Co., Denver 
Albert F. Long Co., Denver 


DISTRICT OF COLUMBIA 
Advance W. & Jirs. Sup. Co., Washington 


FLORIDA 
Streiff Jeweiry Co., Miami 
Dunn & Ewbank inc., Tampa 


GEORGIA 
Ewing Brothers, Atlanta 
Sommers & Sommers, Atlanta 


ILLINOIS 

The Ball Co., Chicago 

A. C. Becken Co., Chicago 
Stein & Elibogen Co., Chicago 
A. C. Becken Jr., Chicago 
Lossau & Kramer, Chicago 
Pakula & Co., Chicago 


INDIANA 
Baidwin-Miller Co., indianapolis 


KENTUCKY 
Erwin Neuman inc., Lexington 
Gleeson Jewelry Co., Inc., Louisville 


LOUISIANA 
J. C. Wilfert Co., Crowley 


MARYLAND 
M. Kohner, inc., Baltimore 


MICHIGAN 
Stein & Elibogen Co., Detroit 
The Gorenfio Co., Detroit 


MINNESOTA 

The Ball Co., Minneapolis 

C. E. Roai Co., Minneapolis 

S. H. Clausin & Co., Minneapolis 


MISSOURI 

Edwards & Co., Kansas City 

The Gerson Co., Kansas City 

J. J. Burke Co., St. Louis 

Wm. P. Mahne Silver Co., St. Louis 


NEBRASKA 
T. J. Safford Co., Lincoin 
J. P. Byrne & Sons Co., Omaha 


NEW ENGLAND AREA* 

1. Alberts’ Sons, Inc., Boston, Mass. 
G. F. Crook Co., Providence, R. | 

J. A. Silver Co., New Haven, Conn. 


GREATER NEW YORK AREA** 
Berwin Jeweiry Co. Inc., New York 


NEW YORK STATE 

H. Poiner inc., Buffalo 

A. Winkelstein Inc., Elmira 

Hyman M. Cohen, Rochester 

M. Levitz & Co., Albany 

Lucas Wholesale Jewelers, inc., Syracuse 


NORTH CAROLINA 
The Bali Co., Charlotte 
Shubkin-Retchin inc., Charlotte 


OHIO 

A. C. Becken Co., Cincinnati 

A. G. Schwab & Sons inc., Cincinnati 
Markowitz & Friedman inc., Cleveland 
Joseph Sculler & Co., Columbus 


OKLAHOMA 

Oklahoma Ross Beck Co., Oklahoma City 
OREGON 

Butterfield Brothers, Portiand 


PENNSYLVANIA 

Brown & Son inc., Philadeiphia 

J. B. Bechte! & Co. Inc., Philadeiphia 
J. L. Tessier, Philadelphia 

Superior Jeweiry Co., Philadelphia 
Biggard & Co. inc., Pittsburgh 

J. B. Bernstein Co., Pittsburgh 

G. Phillips Co., Scranton 


TENNESSEE 

Sandown & Kendall, Memphis 

S. Fargotstein & Sons, Memphis 
A. C. Becken Co., Nashville 

C. B. Peterson Co., Nashville 


TEXAS 

Lyles-Van Degrazier Co., Dallas 

Herbert Stehberg inc., Dallas 

Higginbotham Jeweiry Co., inc., Dallas 

Wm. R. Katz Co., Dallas 

Taylor & Co. inc., Houston 

B. M. Hammond Co. inc., San Antonio 

UTAH 

Decker Jewelry & Co., Salt Lake City 

S. H. Clausin & Co., Sait Lake City 

VIRGINIA 

Richmond Jirs. Sup. Co. Inc., Richmond 

WASHINGTON 

Albert Spring & Son, Seattle 

Simon Golub & Sons, Seattle 

irving Gelb, Spokane 

S. H. Clausin & Co., Spokane 

Simon Golub & Sons, Spokane 

WISCONSIN 

M. Weingrod Co., Milwaukee 

HAWAII 

Ettingers Wholesale Jewelers, Honolulu 
“Distribution in area through listed dis- 
tributors only 

**Aiso Sole Franchised Distributor, State 
of New Jersey South to Trenton. 





Westclox gives you the 
biggest Christmas promotion ever 


...by any timepiece manufacturer! 
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ASSORTMENT NO. 5293 ASSORTMENT NO. 3780 


12 Clocks—Cost you only *G@8°" 6 Watches—Cost you only *4 557 
You make 35.6% protit! You make 33.6% protit! 


CLOCK RETAILS MNO. CLOCK RETAILS “NO. 

21. Spur (Golden Bronze) $ 4.50 1320 Lace (Antique White) $ 5.98 668 Scepter Sweep (Metal Band) $ 8.95 
205 Big Ben (Plain, White) $ 6.95 1411. Andover (Black) $ 7.98 688 Wrist Ben Waterproof (Strap) $ 9.95 
465 Penthouse $ 7.95 1347 Brucewood (Plain) $ 8.98 740 Scepter Waterproof (Strap) $10.95 
451 Travalarm (Ivory) $ 7.95 1147 _~—sW-Frrill (Brass) $ 9.98 728 Shadow Thin (Strap) $11.95 
354 Baby Ben Sequin (Pink) $ 9.95 1096 Sheraton (Luminous) $10.95 662 Coquette Square (Strap) $12.95 
460 Leland $12.95 1440 Orbit (White) $12.95 756 Shadow Thin Waterproof (Metal Band) $13.95 


WATCH RETAILS 





ORDER YOUR ““WONDERFUL TOWN" ASSORTMENTS TODAY! 


THE GOLDEN 
WESTCLOX, MAKERS OF BIG BEN, DIVISION OF GENERAL TIME CORPORATION ANNIVERSARY YEAR 
OF BIG BEN: 
Above are suggested retail or Fair Trade prices and subject to 10% Federal Excise Tax 








K&B mountings 
mere lem asleyae 
to sell your 
reateneateyerelcy 


Amina. finest mountings, products of 
Karlan & Bleicher, Inc., offer you these four big 
advantages: 1. better styling; 2. better findings; 
* 3. better workmanship; 4. better finish. And since the : ) 
; ; , Inthe largest selection offered anywhere. Over 
mounting does so much to help sell diamonds, it stands a thousand styles to choose from. 


A TT Patent No 
Perfeci pi) aapeny 
INTERLOCKING BRIDAL PAIRS 


to reason that when the mounting is the finest 


‘ble. it w d achievi L I 
possible, it works hardest toward achieving your goa Sie ate Settings 


Experience, tradition, equipment and uncompromising | 
utilize four smaller diamonds beneath the 
adherence to highest SJevelettue mei quality are center diamond for the appearance of twice 


the size and sparkle. 


Spuctaculipht Settings 


ingeniously utilize ten or more diamonds be- 
neath and surrounding the center diamond to 
create the appearance of as much as six 
times the size and brilliance. 


| essential ingredients of every 
| K & B product. 












Karlan & Bleicher products are avauable 
through the nation’s leading wholesalers. Ask 
about our free mat service. Circulars, dis- 
plays and catalogue sheets available. 








Creators, Designers and Manufacturers of “‘Perfect Ring Findings” 


KA arian « BED LeEICHER.IN C. 


136 W. 52nd ST., NEW YORK 19, N. Y. Offices in Chicago and Los Angeles 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 








The new leader of the low-priced “windproof” lighter field — 


ONSON 


SUPER 
WINDLITE 
only *3.50 


(SUGGESTED RETAIL) 


Point for point, SUPER WINDLITE beats them all — 


@ LIGHT WEIGHT! Precision tooling and modern design 
bring you an extremely light weight, streamlined, com- 
fortable outdoor lighter. 

@® WINDPROOF! Ronson’s exclusive slotted windshield 
... most windproof of all outdoor lighters! 


te 
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SUPER WINDLITE PACKS A SALES PUNCH 
WITH NEW GIFT BOX AND FREE DISPLAY CARTON 


Catch their eye, make them buy! Bright new “see through” gift packages with 


variety of full color sports scenes, packed six to a self-service display carton. 


6 


@ MORE LIGHTS PER FILLING! SUPER WINDLITE gives 
71% more lights per fueling than other leading com- 
petitive “windproof” lighters! 

LIGHTS EVERY TIME! Only windproof lighter that 
lights consecutively without fail. 

RUGGED! SUPER WINDLITE is built to take it! 
EASY FUELING! No screws, no tools...just slide 
apart and fill with Ronsonol. 

SUPER WINDLITE is fully guaranteed by Ronson with 
a full year’s free service policy. 


STOCK UP NOW FOR THE 
BIG FALL SELLING SEASON 


maker of the world’s greatest lighters 
and electric shavers 


RONSON CORP., WOODBRIOGE, N.J., TORONTO, ONT., LONDON, ENG, 
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Imagine, for a moment, a precious stone in Baker’s newest 
Setting, the S744. Its size and inherent beauty are enhanced by 
the graceful flow of the setting’s design. And the 

discriminating manufacturing jeweler finds here a 

simplicity that is also functional. The top plate is held high, 
furthering the classic design and eliminating the bulky 
appearance of the usual illusion top setting, The beads that 

hold the stone are inclined at precisely the right angle to insure a 
simple, secure grip during and after the Setting process. 


In every respect, this light, graceful new design by Baker embodies 
all the enduring values of simplicity.» ‘the mark of a true classic. 
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BAKER SETTING DIVISION 
x 


850 PASSAIC AVENUE 


EAST NEWARK, NEW JERSEY 


: New York « SanF 


ey 


SERIES $744 \W! 


Available i! 
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Hurry, Hurry, Hurry, Hurry, wuRRy 


GET YOUR CHRISTMAS ORDERS IN! 


AS ADVERTISED IN The Taylor 4-color ad in the November 29 issue of 


The Saturday Evening 


POST the Saturday Evening Post carries the sales wallop 

of local newspaper advertising. Make it your ad by 
ordering and displaying the Taylor instruments featured here. Don’t 
wait till it’s too late. Today would be a good time to get your order in. 


Taylor Instrument Companies, Rochester, N. Y., and Toronto, Ont. 


boc ll 2 ss ES Sor a ee Se ~ 
% “Consul” Combination with STORMOGUIDE* % Window Thermometer in a rug- % Pendant STORMOGUIDE Barometer 
dial predicts weather, tells barometric ged aqua green Tenite case. gives detailed weather forecasts. 
pressure, temperature and humidity. Gray Translucent back silhouettes Tells temperature and when last 
plastic case (* 2583) or Brown (%* 2584). tube and scale for easy reading. reset. Mahogany and brass. 
List price only $9.95. Order * 5328. $3.25 list. % 2494. $22.50. 


i® 


Desk Thermometer. Modern design. Canton HUMIDIGUIDE * Combination. Temperature 
Clear plastic front and grained and direct reading humidity units in clear 
brass shell. Stands 31/2" high. Each plastic with reflecting chrome-plated easel. 
in box, six to a carton. Order Popular “stocking gift’. Order * 5549. List 
*« 5375. List price $3.00 each. price only $3.95. oR, 


U.S. Pat. OF. 


% The’Suburban” Indoor-Outdoor ; ] lor 1 Dpumendls 
Thermometer shows outdoor AY 1/44) MEAN ACCORACY FIRST 
and room temperature in- 


doors, humidity too. Me All barometers shown here are adjustable for altitudes to 3500 feet. 
hogany case. * 5338. $10.95. For elevations 3500 to 7000 feet —add “HA” to Catalog Number. 
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f I'M “JOLLY —the Taylor Reindeer. You'll \ 
P be seeing me in the Saturday Evening Post. 











\ 
. ask the Taylor folks for a “Jolly” 


. easel-backed counter card. It's free. J 
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Easy $ales.. 


our WIDE WEDDING RING promotion 


@ 12 best selling styles combined into one sensationa! 
promotion unit that will give you the fastest turnover of 
any rings in your store! 


@ Hand-carved, faceted yellow and white 14K gold 
two-tone combinations. 


@ FREE This eye-arresting 3-dimensional pink 
and grey velvet covered window displayer. 













@ FREE Established factory resale 
price tags that guarantee a high, 
healthy mark-up. 


@ And remember— Polishook 

service is always depend- 
able .. . 24 hour delivery 
on “‘specials.”’ 








hundreds of other profitable 


Sell and profit with the os 
8 y ee IDEL “ 
DS OF NEW YORK and ““F Display only available 


wedding rings, shone with 12 styles illustrated. 


Your total cost only $] 93 


See this and 
Polishook promotions. 


POLISHOOK LINES: "“LLOY | 
» diamond engagement rings, 


ERYTHING IN RINGS” 


, nationally-know? 
- - ue 
even baby rings — EV 


K. POLISHOOK & SON, Corp. 


216 East 45th Street, New York 17, MUrray Hill 7-1664 


Manufacturers of “Everything in Rings” Since 1898 
Featuring the Trade Names “Lloyds of New York” and “Fidelity” 
CHICAGO OFFICE: Heyworth Building, 29 E. Madison $#. 
PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut $e. 


rings, fraternal rings, 


There is a Polishook Salesman 
in your territory. .. 
Write today and we'll send him 
to see you. 


IFE’S SPECIAL VALUES FOR YOU 


42°. of all the consumer dollars spent on jewelry, 
camera equipment in 1959 will come from households that read 


‘ratches and 


an average issue of LIFE.* This is one good reason why adver- 
tisers continue to invest more for selling in LIFE than they invest 


in any other magazine. 


Until LIFE, no magazine had ever sold six million 
copies in a single week. Now LIFE does it week 


after week, a feat unique among general magazines. 


But LIFE offers even more to the advertisers of 


jewelry, watches and camera equipment. LIFE 1s 
so sought after by reading Americans all over the 
country that it gives them the chance to reach ad- 
ditional millions of the best-spending families in 


the U.S. every week, 


Here’s how it works. LIFE’s 6,000,000 copies 
reach 15,320,000 households. hal a recent Politz 
Study indicates that one average issue Of LIFE 1s 
read by 32,000,000 people. 

Proof that LIFE offers an advertiser of jewelry, 
watches or camera equipment his best market lies 
in the buying record of LIFE-reading households. 
By actual measurement, LIFE households account 


for 42% of all the dollars spent on jewelry, 
watches and camera equipment in the U.S.* (And 
that’s just the readership of an average issue.) 

But advertisers of jewelry, watches and camera 
equipment want continuity of sales impression, 
and here again only LIFE delivers a quality au- 
dience in quantity. 

Over the course of 6 issues, LIFE is read by 
29,710,000 different households. (On the average, 
each of these households reads three issues out of 
six.) And these households—representing 61% of 
total U.S. households— account for 74.6% of all 
U.S. expenditures on jewelry, watches and camera 
equipment. 


So much for the statistical analysis. Beyond 
these market dimensions, LIFE offers these other 
special selling advantages to an advertiser of 


jewelry, watches and camera equipment. 





ONLY LIFE gives you SO much 
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A CHANCE 
TO SHOW YOUR PRODUCT AT ITS BEST 
LIFE’s superb reproduction gives you the BEAUTY 
you want—beauty that does full justice to your 
product and what it does for the consumer. The 
brilliance of jewel colors. . 
service... the precision of a watch... the fun and 


. the glow of a silver 


excitement that come with a camera .. . the 
whole image-building background of your prod- 
uct—all this comes through in LIFE as in no other 
advertising medium. 

With the importance of rich color and luxury 
in the presenting of your product, the effective 
reproduction you get in LIFE becomes a key factor 
in your choice of media. 

A CHANCE 

TO CHANGE TACTICS AND STRATEGY 
LIFE gives you the FLEXIBILITY you want. 
Your budget is not locked in to an irrevocable 
commitment months and months in advance. The 
needs of your market—not an advertising me- 
dium—should dictate your spending. 

In LIFE alone you can launch or bolster a na- 
tional sales campaign or change advertising strat- 
egy in just a week’s time. 

For LIFE offers a special 7-day fast-closing for 
black-and-white and two-color advertisements. 
You can even close a four-color ad in as little as 
22 days. Only LIFE offers these special services. 

You can intensify your advertising in the peri- 
ods when buying peaks up and be assured of a 
maximum audience when you need it most. 


A CHANCE 
TO BE SEEN IN GOOD COMPANY 
LIFE gives your product the RESPECT you want. 
People value LIFE’s editorial content, have con- 
fidence in the magazine . . . pay their own good 
money to read it regularly. 

This confidence carries over to the advertising 
pages, adding an effective selling dimension to 
your message. 

And advertising in LIFE makes welcome read- 
ing. For here readers learn news of famous prod- 
ucts of every conceivable sort, handsomely illus- 
trated by some of America’s best artists and pho- 
tographers. 

When you advertise in LIFE you are keeping 
company with America’s finest companies, who 
have high standards in advertising to match your 
own. LIFE readers recognize—and freely concede 
—that the caliber of advertising in LIFE over the 
years has had an important influence on how they 
live, what they buy and what they are going to buy. 

Bigness. Beauty. Flexibility. Respect. And a 
wealth of customers in the mood to buy. LIFE can 
give you all of these special values. 

That’s the unique selling climate you share 
in the pages of LIFE. 


*Source: LIFE’s Study of Consumer Expenditures, an analysis of $200 bill 
spent by U.S. households tor consumer goods and services in 1956 


9 Rockefeller Plaza, New York 20, N. Y. 


selling power...so swiftly, so Surely 











Excitingly.. . 


Fashionably. . . DIFFERENT 


Emphatically. . . 


from any 
watch you have 


ever sold! 
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Distinctive ... 


Signed , . . just like 
a masterpiece. 


Here is the most startling advance in watch design! Ultra-emodern DOXA 
“Grafice” is the bold new look that anticipates the shape and fashion of watches 
to come, 

DOXA has drawn the bare expression of simple line and transformed it into 
a masterpiece that is worthy of the name DOXA. 

And beneath this extremely modernistic face of beauty is the most highly 
accurate watch ever created. 

The DOXA “Grafic” reflects the reliability of the store in which it is sold. 
And the DOXA “Grafic” emphasizes the personality of the man for whom 


it is bought. 
Anti-Magnetic and THE OFFICIAL WATCH 


Available in solid gold, gold-filled or stainless steel. 


shock-protected movement to retail at $65 and up. OF THE NATIONAL 
DOXA is a 100% Swiss Watch—made and cased in Switzerland and imported 


to the United States complete. STEEPLECHASE AND HUNT 


Reputable jewelers in selected communities are now being appointed. Your ASSOCIATION 


interest is invited. 
DOXA ... the watch that keeps up with the time. 
DOXA WATCH CoO., INC., 665 FIFTH AVE., NEW YORK 22, N. Y. 
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ever before have so many manufacturers made so 
many lovely items in Gold Filled ...The reason? 

The year-after-year increase in the sale of Gold Filled 
jewelry and accessories... Yessir — with more people buying 
Gold Filled because more beautiful things are made of Gold Filled, 
this is going to be the biggest Gold Filled Christmas ever! 


So be sure... 


Your Stock of Gold Filled is Complete 
You can’t sell what you don’t have. And with 
the hundreds of new beautiful Gold Filled 
items, there’s no reason not to have a wide selec- 
tion in stock. 

Your Knowledge of Gold Filled is Complete 
There’s a brand-new book, just published by the 
Gold Filled Manufacturers Association, which 


covers every facet of Gold Filled — its history, 
how it’s made, how to explain it and sell it. If 
you haven’t ordered your free copy, use the 
coupon below. 

Your Display of Gold Filied is Complete 
The beautiful new designs in Gold Filled will 
sell themselves. Display them prominently. 
Watch your dollar volume climb! 


Resource List of Manufacturers 
of Gold Filled Items 
Book of Information 

on Gold Filled. 


GOLD FILLED MANUFACTURERS ASSOCIATION 


Bates Buliding, Attleboro, Mass. 


Please send me FREE, book or books I have checked below. 


Name. 
Address. 


Resource List 


State 


Book The Gold Filled Story 





lf you sell fine watches... 


Is ", me 


™~ a ee ¥ ” 
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YOUR 
LUCKY STAR 


It will be everywhere this Christmas, pointing the way to good business for you 


\\| ° 
and to fine, satisfying gifts for your customers. * It will sparkle brightly from 
“EIN 
the pages of Reader’s Digest, National Geographic and The New Yorker... it will 
be translated into sound over millions of radios throughout the country. WA Show 


it prominently in your window. * It will identify your store as headquarters 


i. 


for the most complete line of fine watches in the world...the only line that in- 
cludes wide assortments of all three types of watches—conventional, automatic 
and electric. >«- For star-bright literature, traffic builders, news mats, displays, 


write or call Sales Promotion Dept., Hamilton Watch Co., Lancaster, Pa. +4 
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~ the Christmas vou ora 


Make this holiday season well-remembered a 
Hamilton.” Above all. the Hamilton you give is a fine watch. to 
for a lifetime. It is a wateh that tells the magnitude of your love. 

bright stars in your Hamilton Jeweler’s window. Left to right: Kimberly 


\utomatic K-158. S89.50: Ventura lo Electric Wateh 


Druseilla. S605: 


lami Loon Wat I) ( OLIp any. Lancaster. Pennsvivania. 


-YVANT/ILTONW, 
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Ballou Gold Necklace Clasps... 
erfect For Pearls 


Strongly made, yet dainty and delicate in appear- 
ance, the Ballou No. 97 necklace clasp is a trouble-free 


“working clasp” for jewelry manufacturers. Available SOLD TO THE MANUFACTURER 





in 14K and 10K gold, gold filled, and sterling silver. 


Join the manufacturers who find it pays to start 


with Ballou findings. 


oer 1986 B. A. BALLOU & CO. INC. 
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th \ 61 Peck Street * Providence 2, R. I. : The Foundation of Good Jewelry 
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IS WHAT TURNS 
SHOPPERS 
INTO CUSTOMERS 


The Whiting & Davis tag proves they re 
getting the real thing, genuine Whiting 
& Davis bags and Mesh-Mates® and 
genuine Whiting & Davis jewelry... 
beautiful in design, beautiful in work- 
manship and beautiful in quality of 
materials ...so that every piece you 


sell helps sell you. 
WHITING & DAVIS COMPANY. INC, 


Plainville . . . . Massachusetts 


HAND IN HAND WITH FASHION 


SINCE 1876 








Wyler 


incaflex 


Superior 25-jewel accuracy “aa : : j~ Superior shock resistance 
Superior self-winding performance Superior water resistance 


YOUR MOVE TO HIGHER PROFIT IN WATCHES 


Sell better-type customers, make more money per sale with the exclusive 
Wyler Superior. Not just a watch, but a planned program...of national 
advertising and retail promotion, to make your store headquarters for 
the finest in watches. A Superior profit opportunity —for the independ- 
ent jeweler only. Wyler Superiors from $8759 to $1959 retail. 


WYLER WATCH CORPORATION, 131 EAST 23RpD STREET, NEW YORK 10, N. Y. 








This 
handsome 
colorful 
easel 
display 
attracts 
quality- 
minded 
ITO AY 
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Ordinary balance wheel 
rigid spokes relay 
shocks straight to vital 
balance mechanism. 





a i 
Incaflex balance wheel 
gives with shock, fully 
guaranteed against 





damage. 





























ELECTRIC SHOE POLISHER! 


The Christmas gift for every family...and a sales 
builder to boot. ..a shining new star in the famous Ronson 
line of fine quality products! Now, for the first time, an electric shoe 
polisher that does all the work you used to do! Cleans shoes and 
buffs them, too. Ronson offers two brush wheels, one to spread the 
black polish and one to spread the brown polish that come with the 
set. And a separate buffing wheel that quickly clicks into place to 
bring shoes to a high shine. 

Designed for home or office, it makes an appealing 

Christmas gift for Moms, Dads, youngsters... 

anyone with shoes to shine. 


Ask About Ronson’s Liberal Co-op Advertising Plan For Dealers. 


RONSON 


MAKER OF THE WORLD’S GREATEST LIGHTERS, ELECTRIC SHAVERS AND HAIR DRYERS 
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Hurry! Place your order now and enjoy the 
extra Christmas sales that Ronson’s major ad- 
vertising campaign will bring. 





Kit includes: Shoe polisher, buffer & 5 extra 
pads, brown brush, black brush, tube of brown 
polish, tube of black polish. 


Suggested Retail Price *] 995 


21 





THE WATCH THAT WINDS ITSELE 


~— _ Pe rie nn 


Vien want self-windine watches! 49 out of 100 men say they would seriously 
consider an automatic watch for their own next purchase—according to our market 


research study. And self-winding watches are even more popular as gifts. 


Women want self-winding watches! 46 out of 100 women would seriously 


consider a self-winding watch for their next purchase. 


and women now wearing automatic watches would insist on their next watch being automatic! 


RCULAR-KEYSTONE 





PRACTICALLY SELLS ITSELF- 


AND IT’S YOUR BIGGEST OPPORTUNITY 
IN THE CHRISTMAS SELLING SEASON! 


With just a little effort, you can sell more self-winding watches 


for Christmas than you ve ever sold before! 


These unique jeweled-lever watches—with their wide variety 
of fashions and features—are the watches that men and women 
want to get and to give more than any other watches on earth. 


And, remember, 6 out of 10 watches bought as gifts are given 


at Christmas—the best selling season of them all. 


So build your watch sales up to a Christmas climax. Display 
the fullest possible selection of self-winding watches in your 
windows! Feature them inside your store! Highlight them in 
your Christmas advertising! Put your biggest sales efforts back 


of the watches that practically sell themselves! 


YOUR SERVICE DEPARTMENT CAN HELP === 

TO SELL MORE FINE WATCHES | All About 
AT CHRISTMAS - TIME—AND ANY TIME! § 
You Il find plenty of sales ideas in the new color-slide  ] The Watch Service 


film, All About The Watch Service Department. p 
epartment 


based on the research study sponsored by The 


Watchmakers of Switzerland. Don't miss it! 
rr @&®@ee@ee@ee?ee@eee@eeéeeeee#ee#eeéee?eee#ée@eéeé 


How To See This New Slide Presentation! Ask your Jewelers Association 
or Horological Guild to arrange a slide-film showing soon by writing to: Film Department, 


The Watchmakers of Switzerland, c/o Suite 1105, 730 Fifth Avenue, New York 19, N. Y. 


e*@ee@eee?ee?ee@€ee?eeéeée#eée#é@«@ ss @eee@e?@eeeee?ee#e#ee#?ée#ée#és#s°*6¢ >. &€ €&e&&  & 6 COS & € es €@©@e¢8&eeetetes € > € 6 € » 


FOR THE 12TH YEAR, FEATURING THE SLOGAN: 
“For the gifts you'll give with pride, let your jeweler be your guide.” 


ye line 


‘a THE WATCHMAKERS OF SWITZERLAND —THE FEDERATION OF MAKERS OF °/(//¢ (6 (/-// 


“ey: : Swiss latches 
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UNIVERSAL © 
CORDLESS 


Electric Shaver 


Exclusive Universal product development 
opens up whole new shaver market! 


Imagine ...no clumsy cord, no plug, no outlet needed, yet you get the 
wonderful convenience of e/ectric shaving anywhere . . . anytime! That’s 
the radically new shaver now introduced by Universal. Double your 
sales with this sensational new Electric Shaver that runs for months 

on regular penlight batteries. There’s big sales appeal to the man 

whose beard grows quickly ... he can keep a “barber shop” shave right 
in his pocket. It’s the perfect gift for travelers ... no bothering with 
changing voltages anywhere in the world. Get the jump on quick profits 
by getting your order in NOW on this new Universal exclusive! 


SHAVE ANYWHERE ...No Cord ...No Outlet Needed! 


CARS, TRAINS BOATS CAMPS OFFICES 
OR PLANES COTTAGES 


ideal for foreign travel— no worry about voltages 


DESIGNED BY 
RAYMOND LOEWY ASSOCIATES 


Seiptatare’state! AN 


Beautifully Gift-Packed 
FOR CHRISTMAS SALES 


Packaged for an eye-catching display 
On your counter—gold-edged box 

with rich, colorful insert, plastic 

top and easel-back. Holds shaver 
and real leather carrying case. $16.95 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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a ADJUS ABLE ee 


With Gemex Adjustables, you reduce your 
inventory without reducing your selection 
of styles! Each Gemex Adjustable is actu- 
ally five sizes in one! 

With Gemex Adjustables, you save sales 
because vou always have the size your cus- 
tomers want in the style they choose. And 
how they appreciate this ease of buying 
and freedom of choice! 

With Gemex Adjustables, you have perfect 
fit for everybody including in-between 
sizes. You have foolproof adjustability; the 
links lock in place without tools. And you 
have a complete selection of today’s best- 
selling styles! 


$8.95 
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PLUS many other 
slim-as-a-ring ladies’ 
telescopic styles, and 
a fine selection of 
men’s adjustables. 





Consumer Value 
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$4.05; Consumer Value—$8.95 err 


~$3.30; Consumer Value—$7.95 er: 
$4.50; Consumer Value—$9.95 er: 
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$4.50: Consumer Value—$9.95 rr 


$4.05; Consumer Value—$8.95 rr 
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The 


Three-Year Guarantee: Here are the quality features that enable us to offer a 3-year guarantee on this remarkable watch: 


1. Movement is 360° free-swing self-wind unit; replaced by re- 
moving only three screws. 

2. Balance wheel and escapement are made of Glucydor, a new 
metal that is rustproof; unaffected by heat or cold. 

3. Balance staff guaranteed unbreakable. 
4. Hairspring is of new metal Nivarox- 
or weather. 


unaffected by electricity 


5. Neotal mainspring is rustproof, unbreakable, and retains its 
strength throughout life of watch. 


a 
Pa 


inside Story 


6. Finest shock-resistance process. 


7. 17 rubies are rounded wherever necessary for exceptional oil 
containment. 


8. Tension ring around crystal prevents it from shrinking, keeps 
it watertight. 


9. Self-expanding washer in crown automatically allows for 
crown’s wear. 


10. Case is slim yet strong, back is deep-threaded for firmer seal. 





‘Urder your Antarctic watches now: 





Order the Antarctics you want now and we'll send them to you by return 
mail—in plenty of time for the Christmas selling season! We're so sure of 
the value built into these fine watches that we make you the following offer. 
Order your watches now, look them over, check the quality. If you don't 
agree that these watches are as good as those selling for $90 to $150, return 


them to us at our expense. 


The Antarctic— The Antarctica— The Penguin— 
lhe original watch that went to the Ladies’ version of Small version of 
Antarctic with the U.S. Navy on this famous watch the men’s Antarcti 
Operation Deepfreeze All steel case All steel case All steel case 
Keystone $57.80 Keystone $57.80 Keystone $57.80 
Resale $69.50 Resale $69.50 Resale $69.50 


Please send me the following Antarctic watches by return mail. All have a Keystone 
price of $57.80 each. (Indicate quantity desired) 


The Antarctic — he Antarctica Che Penguin 


‘ > * ‘ ’ . *) 

SPECIAL! understand that there are six different Antaretic watches (3 shown 
above plus 3 others). Please send me, on approval, your selection of these SIX 
Antarctic watches. If | am not satisfied, {| will return them at no expense to myself. 


(Check here for this sper ial otter) 
Name 
Store Name Address 


City Zone 


TAKE 
ADVANTAGE 
oF THES 
SPECIAM— 
oF FER- 
Now 
Use This Handy Pre-Paid Order Card! 





FIRST CLASS 
PERMIT NO. 33569 


POSTAGE WILL BE PAID BY: 
CROTON WATCH CO. 
104 47TH AVENUE 
NEW YORK 16, N. Y. 


CROTON 
NIVADA GRENCHEN 


of a best-seller! 


distinctive-looking face. . 


Right now you are stocking watches at $90 to $150 
that don’t have all the quality features of the fast- 
selling $69.50 Antarctic! Smart buyers are finding out 
that the Antarctic is everything we say it is and more! 
Our sales records prove it. (And yours will, too.) 
The Croton Antarctics not only work like 

more expensive watches, they also look like Ant 
more expensive watches. Note the elegant, 


the 


— ctic will repair it free of charge.’’ What — 


. the clear, easy-to-read 


numerals ... the sweep-second hand. Your customers 
couldn’t find a finer Christmas gift. 
“Tf, with- 


in 3 years, the Antarctic fails to perform through any 


Don’t forget our famous 3-year guarantee: 
« » mechanical defects (outside of abuse), we 


watch company dares make this guarantee 


CROTON NIVADA GRENCHEN 
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A bold new merchandising concept in 
watch expansion bands — engineered 
by Apex Quadra-Flex. 

In 14K Gold Top and Back to satisfy 
those discriminating customers with 


a taste for luxury. 


’ APEX ACCESSORIES CO. INC. 
, GREENWICH, CONN 
. Gentlemen: 
Please send me the following bands in 14K 


Style | Quantity |s | ~ L| 
| | 
1313 


Ba tH 


Also send catalog showing complete line [] 





j Company Name 

| Order By 

» Address 

s City —— State 


oe ~ -- “% -— AE oi 
>THE ULTIMATE IN EXPANSION WATCH BANDS: 


Top and Back. 

Available Y & W , 
MeO %eO' 
NW/léc OQ) %tO): 


¥, tube only | 
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RACH CROWS 


PLASTIC 

IN ALL COLORS 
PARCHMENT 

PLAIN or PRINTED 

mfd.by ARCH CROWN TAGS, INC. 
277 Halsey 
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LETTERS... 


Chatham Emeralds 


To the editors: 

We have had a number of inquiries 
pertaining to Chatham synthetic emer- 
alds. Therefore we asked the Gemologi- 
cal Institute of America to answer this 
ques:ion: Is it difficult to distinguish 
Chatham stones from the genuine? 

Robert Crowningshield, director of 
the GIA Eastern Laboratory in New 
York, replied as follows: 

“For many years the Laboratories of . 
the Gemological Institute of America 
have found Chatham synthetic emeralds 
readily recognizable and the tests re- 
quired not difficult. The main reason 
that this is true is that, unlike synthetic 
rubies and sapphires, most optical and 
physical properties of synthetic emerald 
deviate from the properties of the natu- 
ral stone. This is as true for current 
production as it is for earlier stones. 

“Some of these property variations 
may be detected with simple instru- 
ments. Among these is a long wave 
ultra violet light such as the GIA hand 
fluorescent unit, under which natural 
emeralds show no fluorescence or occa- 
sionally a weak fluorescence, whereas 
Chatham synthetic emeralds show a 
strong glowing red fluorescence. An- 
other simple test, limited to loose stones, 
is a specific gravity liquid in which nat- 
ural emeralds sink and synthetics float. 

“There are other property variations 
which the Laboratories, as well as many 
jewelers, also use to distinguish between 
natural and synthetic emeralds. For 
instance, the difference in refractive in- 
dex and inclusions may be seen by the 
use of the refractometer and the gem 
microscope respectively. To date the 
Laboratories have found no difficulties 
in determination of a synthetic emerald, 
whereas occasionally a mounted syn- 
thetic ruby or sapphire may require ex- 
tensive examination.” 

I thought that this information would 
be of interest to the industry. 

New York P. IRVING GRINBERG 
Executive Vice Chairman 
Jewelers Vigilance Committee 


(please turn page) 
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DIAMOND RINGS 


0 Rr 
F PATENTED - Jeatute fork DIAMOND RING 


PATENTED FEATURE-GLO >—EM ON-GEM 


have the patented 


Gem-on-Gem Feature-glo setting’ 


es Actual Photograph 
a» SAME SIZE 


Sik - . DIAMOND 
mm ~~, IN BOTH RINGS 


« 


~ Mb 


x oy gS Rs oe ii 3 x F F e iil i sis BS se. im : ” ” 
= Ordinary — Feature Bio. 
Setting . = 2 ~Gem-on-Gem Setting» 


RINGS 


y ae 
...and only , CUMMSE DIAMOND RINGS 
give you these plus sales features... 


The finest styled, finest crafted mountings in the industry. 

The patented FEATURE LOCK that holds rings together in perfect 
position, always, with absolute clearance under diamonds for 
maximum brilliance. 

The exclusive FEATURE “PERMA-FINISH” that keeps rings 
brightly new. 

Pre-merchandised styles that create maximum saleability and profits. 
National advertising and powerful in-store promotions that pre-sell 
your customers and build your diamond business. 


Contact your authorized FEATURE RING wholesaler or write Feature Ring Company, Inc., 130 West 46th St., New York 36, N.Y. 


FEATURE LOCK FEATURE-GLO AND GEM-ON-GEM ARE REGISTERED TRADE MARKS OF FEATURE RING COMPANY. INC FEATURE LOCK US PAT #2507348 ANDO OTHERS GEM ON-GEM PAT #2774231 























CASH for Your 





Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, new or used. 


Send shipment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
occeptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 
able. 

Will also buy diamonds—any size and 
quality—as well as antique and modern 
jewelry. 

Reference: Dun and Bradstreet 


The First National Bank of Memphis 


Julius Goodman 
& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 

















“Pearls of Wisdom” 
“Orienta 
Cultured Pearl 
Pendants 


Write for our illustrated folder. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau St., New York 


LETTERS (concluded from page 30) 


Program Advertising 


To the editors: 

Manufacturers of merchandise for 
jewelers and watchmakers are solicited 
regularly by state and local Guilds for 
advertising space in convention pro- 
grams. We of the WatchMaster organi- 
zation are no exception. Like many 
other manufacturers, we have a sincere 
desire to cooperate with these Guilds 
in their good work. Still, we have been 
ever cognizant of the high printing costs 
of the program books and the conse- 
quent reduction in the amount of money 
that eventually reverts to the Guild 
coffers. 

These observations are particularly 
significant in the light of a letter we 
received not long ago from the Georgia 
Watchmakers’ and Jewelers’ Guild, Inc., 
over the signature of Robert Young, 
vice-president 

Mr. Young’s letter gave place, date 
and details of the Georgia Convention. 
It told of the expense involved and made 
the forthright statement that the Guild 
would welcome the financial cooperation 
of manufacturers from whom their 
members buy. Mr. Young continued, 
“Most organizations ... sell ads in an 
expensive and elaborate program. How- 
ever, in such a program approximately 
20 per cent goes to the printer. 
Therefore, we are going to prepare a 
simple program, listing and giving 
recognition to all advertisers. By doing 
this, we feel that you will derive the 
same benefits for one half of what you 
normally pay for a program ad.” 

What could be more honest, more 
sound, more logical, more acceptable to 
manufacturers, even those who in the 
past have been unable to reconcile cost 
with circulation? 

American Time Product’s response 
was immediate—not for half, but for 
100 per cent of our usual subscription, 
knowing it would go to the Guild where 
this support would be undoubtedly ap- 
preciated. This is written in hope that 
other Guilds will read it and reap great- 
er profits from Mr. Young’s realistic 
approach. 

AMERICAN TIME PRODUCTS, INC. 
New York 
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BENRUS 





“IT towed this Benrus Self- 
Winding Waterproof watch 
around the world, 27,000 
miles underwater. /t stayed 
waterproof and kept per- 
fect time.” 
Captain R. W. Sweetser 
S. President Adams 


25 Jewels 
14K Gold 


THE LASTING GIFT OF BEAUTY AND PRECISION 


There’s 


no finer gift than a watch, and no finer watch than a 
Benrus. Beautiful as a Christmas gift should be... 
and trouble-free as only a really fine watch can be. 


. dependable 
Each 


fine Benrus watch is supremely accurate and completely 
guaranteed. See your jeweler’s selection of superb Benrus 
watches, from $24.75 to $150, beautifully gift packaged. This 


Christmas, give a Benrus. 


(illusti ated above) 


BENRUS 25 JEWEL 
SELF-WINDING WATCH 
Reminds itself to wind itself — 
automatically! Extra-slim 14 Karat 
gold case with recessed crown. 
Waterproof*, shock-absorbing, anti- 
magnetic, luminous dial. (Watch 
enlarged to show beauty of detail.) 


BENRUS EMBRACEABLE 


The smartest way to a woman’s 


heart! A stunning bracelet and ' 


accurate timepiece, all in one! Opens 
to fit the wrist, closes to encircle 
the wrist. 


BENRUS WATCH COMPANY, INC., 50 WEST 44TH a NEW Ricragen 36, N. Y. 


WATERBURY, CONNECTICUT 
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Full Page - Full Color 


in the December Issue! 


On sale November 30th, 
reaching 32,000,000 


‘readers. Stock and display 


these Benrus watches 
ila) 4ia°m Salatiinilet 
business! 
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TOWLE 
Touch of klegance 


as expressed by 


\\ “AWAKENING. 


is ideally suited to the 


active. young audience of 


also 


appear = in 


HOLIDAY 


SEVENTEEN | \ * 
a\ 
HOUSE & GARDEN \\ 











>KALBE 


>¥ COMPANY 


HAS BEEN 
PPOINTED AS THE 
EXCLUSIVE 
DISTRIBUTOR FOR THE 


Cromwell 


LINE OF FINE WATCHBANDS 
In Stainless Steel, Gold Filled 
and 14 kt. Gold. 


Retail from 
$7.95 to $150.00 


Write for your kaw b 
FREE catalog COMPANY 


today... 11 W. 25th Street * N.Y.C. 10, N.Y. 








They're New... 


Baby’s cup cannot be broken or dented by 
dropping, has smooth edges, never needs 
polishing and is made of soft-finished Sharon 
stainless. $1.29 retail. From Foley Mfg. Co., 
3500 5th St., NE, Minneapolis, Minn. 


Electric can opener automatically holds, 
punctures, opens cans, removes lid. Retail, 
$24.95. Chrome-plated legs for mounting, 
$1.95. From General Electric Co., 1285 Boston 


Ave., Bridgeport, Conn. 


“Alaskan” by Gruen features map of the 
new state, 24 hour dial that automatically 
changes to read 13 to 24 as time passes the 
first 12 space a.m. hours. With black or white 
dial, stainless steel or gold case, 17 jewels. 
From Gruen Guild wholesalers. 











One of a variety 
of crosses 

with neckchains 
70F620 $3.95 

708620 $3.70 


57F393 $3.60 
57$393 $3.00 57F403 $3.60 


57S403 $3.00 978052 57S086 
$4.05 $5.00 





57S261 
$5.40 








Sell the gifts that sell themselves... 
JEWELRY BY FORSTNER 


Teenette bracelets — top-selling charms — superb quality religious jewelry — fa- 


mous Komfit watch bands — the comprehensive line for profitable jewelry gifts is 





Forster. For here is quality, style and craftsmanship your customer will recognize 












at a glance ...at prices that make every sale easier... quicker! This season, your big- ae eee 

gest all-around jewelry gift volume will come from Forstner! Tie-in with Forstner 338097 $5.00 
national advertising — use attractive Forstner displays in your windows — on ental a variate 

vour counters to show the gifts that sell themselves. . cimiea 41000 


FORSTNER, INC., IRVINGTON 11, NEW JERSEY 


Showrooms: 320 Fifth Avenue, New York 1, N. Y 
29 E. Madison Street, Chicago 2, III 
Forstner (Canada) Ltd., Sherbrooke, Quebec OF3 


JEWELRY'S NAME FOR QUALITY 
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25F070 $40.50 per asst. 
258070 $36.00 per asst. 
(24 Discs, 12 Hearts) 








72FO66 $21.60 per pad ) 
72S066 $18.60 per pad TEENETTE 76U099 $90.00 per unit 
- BRACELETS 12 fast-selling bracelets 
36 asst. charms 


Se OPIS 





76F080 $26.70 per pad 
76S080 $24.00 per pad 























S3F056 6 — Filled $32.40 F —1/20th-12 Kt. Gold Filled. $— Sterling Silver. U—1/20th-12 Kt. Gold Filled and Sterling Silver 
; 
538056 6 Sterling Silver $30.00 ALL PRICES KEYSTONE 








* NO Rp? ft 

















THE COLLEGIATE RING... 


for almost every accredited college in the country. Authentic 
college seal and year of graduation richly embossed on the 
shank of a solid gold die struck ring. Name of school deeply 
cerved around sparkling school or birth stone. 


@ MASSIVE: R5102 
@ MEN'S: R573 
@ LADIES‘: R574 


JUST OFF THE PRESS 


NEW 250 Ring Catalogue. Available — 
to every accredited Jeweler. Send 
for your copy now. 


14 K College Charms available. Write for catalog 


238 BROADWAY, CAMBRIDGE 39, MASS. 


Here is just one of 
the many new STOCK 
jewelry boxes illus- 
trated in our new cata- 

log. A metal case covered 
with imitation leather for 
ladies’ jewelry. Our com- 
plete line of 8O stock jew- 
elry boxes is available 
through material sup- 
pliers, for immediate 
delivery. 


Our 1958 59 


catalog mailed 


on request 


We will gladly design 
your own specialized 
package for you 








They're New... 


Medical doctors’ diamond cuff links are part 
of a line of 14K gold caduceus jewelry for 
doctors, dentists and nurses. From Wefferling, 
Berry & Co., 8 Rose St., Newark, N. J. 


International’s new Stainless Deluxe “To- 
night” pattern is available in three merchan- 
dising units: 16-piece starter set, $24.95; basic 
24-piece set, $29.95; and 50-piece service for 
eight, $59.95. A 4-piece place setting costs 
$6.95. (All prices retail.) 


Three lens turret model 8mm electric eye 
movie camera (390TA “Perpetua”) by Bell & 
Howell sells for $129.95, a new low price in 
company’s turret electric eye camera line. 
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To HAMILTON Dealers Everywhere: 


THOUSANDS OF PRIZES! 
ENTER FAA MN7/ LT Ol S 


WINDOW DISPLAY CONTEST 























CAN WIN AN ALL-EXPENSE TRIP TO 


SPAIN mm Bereiz AIRLINES 


When you feature Hamilton’s magnificent 3-Dimensional 
Christmas ‘‘Starlight’’ Window Display, you identify your 
store with Hamilton’s power-packed national advertising 
program. Over 614 million people will see this beautiful 
display in Coronet Magazine and in Hamilton direct mail. 
Now, you can sell more — profit more — when you promote 
Hamilton in your Christmas window — and you will 
win one of these thousands of prizes! Don’t miss out! 
Order your Hamilton Window Display — today! 





WIN fy A one week, all expense paid trip to Spain, for two! 
# You'll see all the sights and see an exciting bullfight! 


Fly New York to Madrid via Iberia Airlines Constellation. 


wi N y Magnificent RCA color TV sets. i oo ——— 
cs 


You can enjoy the many color shows on TV. Hamilton's smart Window Display will 
a : : ; attract attention to your store and 

WIN y Every qualifying entry will receive a year’s free sub- spark your Hamilton sales. 
#® scription to CORONET magazine! Only $10.00 


Reweuber-Everyoue who qualities wins a PRIZE J 
FPA NT / LT OV 


HAMILTON WATCH COMPANY + LANCASTER, PENNSYLVANIA 





in a wide variety of chain designs 


Available in Sterling Silver 1720-12 K.G.F. 10K and 14K 


SOLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN COMPANY 
PROVIDENCE © RHODE ISLAND 


NEW YORK CHICAGO oe ae ce ee 


Have you heard about our 


“OPERATION 


Every year Arlen’s new, distinctive 
creations in trophies and practical 
awards are overwhelmingly received. 
BUT our 1958 IN-LAID WOOD 


TROPHY DESIGNS have topped any- 
thing our designers have ever con- 


9838C-A/2 24/2” $30 
9838C-B/2 26” $30.75 


ceived. And there is only one reason: 5838C-C/2 272” $31.50 


Creative style leadership, combined Prone s 
with production ingenuity makes the 

Arlen line the greatest selection of 

trophies. And we deliver the greatest VA 
values ever, to your customers and with me | 
generous profits to you. 


Write or wire for sample 

4958 Color Spectacular 
, atalog, Prices and 
4 Dealer Imprint Plan. 


4 : 
ARLEN TROPHY CO., INC. 


50 Gold Street, Brooklyn 1, N. Y. 
WORLD'S LARGEST SELECTION OF TROPHIES AND AWARDS... 
From A Sport *Oscar” to a Championship Trophy 


Creator of SPORTS ILLUSTRATED 
“Pat On The Back” Trophy. 


They re New... 


4-2 1 te 


’ features 28 _ precision- 


, 


“Jeweled Lady’ 
faceted baguettes and “Push-Pin Action’ 
multi-sizing mechanism. $11.95 FTI. From 
Jacoby-Bender, Inc., Woodside, N. Y. 


Karlan and Bleicher’s twin-heart ring 1s 
designed for teen-agers “going steady,” comes 
in 1OK or 14K white or yellow gold. From 
Karlan & Bleicher, Inc., 136 W. 52nd St., New 
York. 


LeCoultre’s 125th anniversary model of the 
‘“Futurematic” has simplified reserve power 
indicator which shows red when the power of 
the mainspring reaches a danger point. The 
other opening is the seconds dial. 














* ™ ee 
a eee — . 
ee: ; } 


Double-duty “Diala-Pen” can be used from 
either end. One end writes, the other dials 
the telephone without a slip. Retail, $5.95. 
From Towle Silversmiths, 260 Merrimac St., 
Newburyport, Mass. 
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Sterling bu 





To Be Opened Before Christmas: The New Yorker (Sept. 27, Oct. 11 and 25, Nov. 8 and 22, Dee. 6), 
December Esquire, December Vogue (all full pages), 


Celsa will be seen... and actively sought out for Christmas giving... in fine stores everywhere. Why | 


Because Celsa is the long-awaited pioneer in modern Sterling. Put this gift serving set (and its unusual 
‘ =. 


package) on your counter... then see what happens. Remember, this is only the beginning; so don’t wait 


.econtact Celsa now. CELSA CORPORATION OF AMERICA, 1 East 57th Street. New York 22. N. Y. 


PLaza 3-4890. Some choice territories still open... write tor detauls. 


VY FIER 











WITH 
WATCHBANDS 
SALES ARE 
PROFITABLE 


Fashion-right styles, superior 
construction and popular 
prices make fast-moving 

Watchbands a profit leader 

for you. 

















A choice of straight or curved 
ends on bands of long- 
lasting Stainless Steel with 
tops in |/20-10K Gold Filled 


or Stainless Steel. 








Write for illustrated price list and 
list of wholesalers in your area. 


Ask your wholesaler 
to show you our 
complete line. 
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NORTH ATTLEBORO, MASS. 


WATCHBANDS 


JEWELRY REPAIR HEADQUARTERS 


FOR ALL AMERICA 


Complete Manufacturing 
and Repair Facilities 


Quality Workmanship 


and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 
Vanufacturers of WRIST WATCH CASE LUGS 
Stone Rings 
Mountings and Wedding Rings 
kimblem Rings, Buttons, Charms 
Antique Diamond Ring Reproductions 


Vakers of 
Fine Leather Wrist Watch Straps 
Jobbers for 


Cemex « Duchess 
LeStage e CeeTee 
Deltah « Sea Gem 


Automade 


A. SAUER & COMPANY, Inc. 
329 East 8th Street, Cincinnati 2, Ohio 








T hey re New... 

















Cuff link set by Anson features goldstones 
mounted in rhodium-plated settings. Set (No. 
10J) comes gift-boxed and retails for $7.50. 
From your Anson distributor. 


Hamilton’s newest electric, the “Converta,”’ 
can be varied by fitting one of four different 
tops over the bezel: triple-faceted 18K gold, 
step-faceted 14K, inverted-faceted 10K gold 
filled, or, to match the case, stainless steel. 
Prices range from $95 to $125 FTI. Expan- 
sion bracelet extra at $15. 





Thirty-one day alarm has 15-jewel move- 
ment and gold-plated brass case hand inlaid 
with lacquered mother of pearl. Retail $2,650. 
By Hour-Lavigne Clocks, associated with 
American Lip Corp., 610 Fifth Ave., New 
York. 

(More They’re New starts on page 100) 
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A Complete mg tion Package 
... So you can ‘DOIT YOURSELF!” 


YES! RUN YOUR OWN SALE! 





Planning a STORE-WIDE SALE? 


*50 


FOR EVERYTHING 
YOU NEED TO RUN 


ANY KIND of SALE! 


Sample Full-Page Adv (Reduced) 








More than 5,000 Sales-Aids and Timely Ideas 
sure to draw Crowds 


NEED CASH SPECIALS? 


We can serve you on Memorandum with several —— 
of the hottest fast selling profitable traffic items, includ- 
ing Advertising Copy that will make your sale a success 
any month of the year. 


Consult us in confidence. We can refer you to a number 
of Jewelers who have run Successful and Profitable Sales 
with our service. Write, wire or ‘phone for details! No 
town too small for a SUCCESSFUL SALE! We can 
recommend Experienced Sales Supervisors at nominal 
fee—upon request! 


ALL THIS AND MORE! 















A COMPLETE SALES PROMOTION ADVERTISING 
MAT SERVICE, FLEXIBLE FOR ANY KIND OF 
SALE! HUNDREDS OF SIGNS, PENNANTS, BAN. 
NERS AND SHOW CARDS TO DRAMATIZE YOUR 
EVENT! DIE CUT DIAMOND RING AND STONE 
RING SPECIAL SALE CARDS 200 INCLUDEDI 
SPECIAL RADIO CONTINUITY 25-50-75-100 
WORD DYNAMIC SALE ANNOUNCEMENTS! 
DIAMOND MERCHANDISE CONTEST, DOOR 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD 
GETTING IDEAS! COMPLETE SURPRISE PACK. 
AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL "EM BY THE THOUSANDS! A 
DIRECT MAIL LETTER WITH COPY AND MAT; 
FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS 
OF IDEAS) 





_StoreNone STOCK LIQUIDATION SALE. 
PUBLIC NOTICE! Sec ON THE PREMISES! EVERYTHING #260 


ar WATCHES: ae 


ae Ag 
Ar a hi AVINCS! TYIS 45 TE OP ene ruMli Y YOU Br [CR 


WE t AS ‘WRONG-WE ARE SORRY 
REE 


But Our Loss Is Your Cain— We Overbought and Merchandise Is Piling 
4 
G/F T’ 


FEATURE? 


SPECTAL/ 


_Now We Are Forced To Liquidate This New Cuaranteed Stock At 


re “DISCOUNTS UP TO 75% 
1.444 Of Course Your Credit s Good 
GIFT! 


Creat Stock Liquidation Sele At 


10 A. M. “TOMORROW - - THURSDAY 
FOR THE FIRST 100 | #2 oar ames was 


MEST PRU i sae vy SERS 0 


Set AOR VOURSEL/ FOR (MVESTMENT’ Ben * 
PEOPLE AT OUR DOORS 
vv TOMORROW ATIOAM. | 2 


Sf ON HAND FARLY FOR YOURS 


CLOSE OUT 





sc RINGS: 
| OUT THEY GO 

SAVE UP TO 75‘ .» & DOLLAR 
SPECIAL! 


SAVE UP TO 75°. 4 


a EVERY ARTICLE Giuanande’ ia GOINGS = BUSINESS 


9646 OKeS BOKES’. | CAB BOKES! 4 








You, too, can jam your store with customers. — came! They saw! They bought! 





). BIELER ROMOTIONS Wholesale Distributors 
. 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois 


ALL PHONES: RAndolph 6-9550 
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MORE SPECTACU 





LIVE TV COLOR SPECTACULARS 


MEAN MORE "FIAAEX CHRISTMAS SALES... 





THE JERRY LEWIS SHOW 
WITH AN ALL STAR CAST 


WEDNESDAY, DECEMBER 10th, 9-10 PM EST. 


THE DEAN MARTIN SHOW 
Guest Starring BING CROSBY 


SATURDAY, NOVEMBER 22nd, 9-10 PM EST. 


BOTH ON THE NBC-TV NETWORK 


WATCHES FOR HOLIDAY GIFTS THAN ANY OTHER WATCH IN THE WORLD! 


375 PARK AVENUE, NEW YORK 22, N.Y. © 1300 JANE STREET, TORONTO 9, CANADA 
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"Wanna relocate--get rid of 
something=--hire somebody?" "Got 
a special service you want to 
sell like watch repairing, 
jewelry repairing, engraving, 

or perhaps auctioneering 


SEPP DVI ID, 
or sales’ promoting?" yr wy; 


> y >) a 
ae”? ee, 
; @ 
VL A hgh Wh: 
If you do, and you Sec Pe ad 


: at CG 
want hair-trigger Pit PLS Wm 
PTR Ao : 
action, then mosey on Oe 


over to the classified | 
section of The Jewelers? 
Circular-Keystone right in 

this issue! The rates 





are downright cheap 
regardless of how much 
you want to say. 


So, don't be timid. 
Send in your 
classified ad now. 
There must be 
something you wanna. 
sell, or buy! 


JG-K 
want-ads 


Turn to page 15] now! 


FOOT 
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The New York Times 


As Advertised in... Magazine 


Ore ot et oe ee ee ae a 





Nov. 9th - Nov. 23rd 


The 8-day 
Automatic 


Alarm-Clock! 








For 8 days at a stretch you can 
forget the worry of waking 

on time. The fully automatic 
Amic-Sonomatic does it for 

you — on one winding! What’s 
more — the same winder 

controls both ’’Time”’ and ’’Alarm”’. 
The 15-jewel, 8-day movement 

is the high-precision product 

of world-renowned Cyma. Carefree rest for 8 days! 


«Paris» ref. 15101 $. 39.50 F.T.I. 


Forget your old alarm. Get an Amic-Sonomatic now! 


CYMA gn 














TIE IN WITH THIS NEW 


CYMA SENSATION! 


As Advertised Throughout November in 
The New York Times 


Write for complete details on our comprehensive line of clocks and watches. 


CYMA — 681 FIFTH AVENUE, NEW YORK 22, N. Y. 
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Erwin Pearl Wins 
Diamonds International Award 
FOR JEWELRY WITH Palladium-Set Diamonds 


PRIZE-winning bracelet, 
“Golden Orchids”, features 
beautifully sculptured, Flor- 
entine-finished, golden flow- 
ers. “‘Golden Orchids" con- 
tains 48 round cut diamonds 


in palladium settings Designers of America’s finest jewelry, like Mr. Pearl, 
often use palladium for setting diamonds because its 
gleaming whiteness brings out all the tire and brilliance 
of a beautiful stone...holds it securely. 


If you haven’t worked with palladium, it’s time to discover 
the many qualities of this newest of precious white 
jewelry metals. 


PALLADIUM...a precious metal of the platinum group 


Platinum Metals Division 
The International Nickel Company, Inc. 
67 Wall Street, New York 5, N. Y. 


ARTISTIC two-toned brooch 
with diamonds and syn- 
thetic sapphires set in pal- 
ladium and gold. This 
exquisite piece contains 12 

“DESIRE,” another prize-win- round cut and baguette dia- 

ner, is a lady's ring with a monds and 12 sapphires. 

fiery dome of rubies set in 

palladium. A beautifully 

shaped gold leaf veined with 

a palladium strip, set with 

baguette diamonds, em- 

braces the dome. The ring 

contains 11 round cut dia- 

monds and 8 baguettes. 


All designs copyrighted by 
Erwin Pearl, 580 Fifth Ave- 
nue, N. Y. C. Jewelry shown 
slightly reduced in size. 
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Let Gs Not Forget... 


Christmas is a most important Boly Day 
in the Church calendar 


In the rush of “commercialism” at the 
Christmas Season, let us not forget the 
deep religious aspects of the Day. 
Churches will do their best to generate 
appropriate observance —and those 
jewelers who remind their customers 


that a religious item may be an appre- 


ciated silt will be thanked. 


Catamore Rosaries in kt. gold 
often sell best during the 


Christmas Season. 


Ask your Wholesaler 





FULL-PAGE AD AS IT APPEARS IN LEADING NATIONAL MAGAZINES—NOVEMBER AND DECEMBER ISSUES 


LONGINES 


HA rnountes Che Greatest Milvanee hr Waterproof,” Wypkes 


L200 


THIS SENSATIONALLY 
AFFORDS LIFETIME 


NEW, 


The new ‘Admiral-1 200” 


tashionable. Yet its smooth, 


Longines 


handsome. 


flowing contours give the most perfect permanent 


protection against destructive moisture, shock, per- 
spiration, air-borne dust. Its revolutionary self-locking 
Aquaseal Crystal” is completely water-tight without 
vaskets, washers or cement. € Within this armored 
protection is the world-renowned Longines automatic 
watch movement—shock-resistant, anti-magnetic—the 
most advanced automatic watch in the world. @ The 
new, ultra-thin, hermetically-sealed Longines 
‘Admiral-1 200” provides the most wonderful time- 
keeping service imaginable. Yet, so perfectly is it 
protected against all common watch hazards that it 


can be a prized possession for a lifetime. ( “Admiral- 
L200" Automatics are just now being received by 


Authorized Longines-Wittnauer Jewelers. If you are 


Longines: Witnaucr 


is water-thin. 


seamless, 


Ybra-Ciin. HERMETICALLY-SEALED WATCH 
PROTECTION AGAINST ALL COMMON WATCH HAZARDS 


planning to buy a watch for yourself, or as an impor- 
“Admiral-1 200”, the 
“The World’s Most 
@ Illustrated above—the 
14K gold, $165. Other 
Watches from $90. Federal Tax Included. 


*As long as crystal and stem remain intact 


LONGINES 


fon World “Jair Orand S hypes a | Cold Siedal A wards 
HIGHEST HoNors For ACCURACY FROM GOVERNMENT OBSERVATORIES 


Offiaal DW, latch | “Sop Championship “ Sports She WV orld L, wr Sncluding 
OLYMPIC WINTER GAMES 


PAN AMERICAN GAMES 
CALIPORNIA 1960 CHICAGO 1959 


THE WORLD'S Siost Hlonered \ WATCH 


tant gift, zmvest in a Longines 
latest and finest version of 
Honored Watch.’ 
Ad mural-1200” 
*Admuiral”’ 


Automatic. 


Wate Company 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


LONGINES-WITTNAUER BUILDING, NEW YORK 36, NEW YORK 
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aq enason FROM A STAR: Lana Turner 
wears real jewels on the set of 
Imitation of Life, the movie she’s cur- 
rently making: more than a million 
dollars worth. 

Audiences cant tell the difference 
between real jewels and phony ones. 

“But. I can,” says Lana. 

“Real jewels make me feel wonder- 
ful.” 
what they do to the crew! Everybody’s 


she says. “And you should see 


face lights up every time I wear them.” 
Producer Ross Hunter borrowed the 
gems from a French jewelry house 
in Beverly Hills. He's psychologist 
enough to know that the sparkle of 
real gems on a lady’s arms and bosom 
is reflected a hundred fold in a lady's 
eves. Audiences can tell in a hurry 
whether eye-sparkle is true or false. 
Sales note: If luscious Lana. 
all her endowments. needs the lift that 


with 


comes from wearing the real thing. 
how much greater is the need of most 
run-of-the-mill wives! 


| LTIMATE: One day you'll be 
selling a pen powered by solar 
words into 


that burns the 


paper: or, a gadget that creates its 


energy 
own writing fluid by absorbing nitro- 
sen out of the air. 


So they say. And, in this age 


SPEAKING OF THE JEWELRY TRADE 


of man-made miracles. who to say 


them nay? 


> rRIPPED TO THE GEMS: Our Fashion 
Coordination Council says jewelry, 
these days, is part and parcel of one’s 
costume. 

Not so at the International Nature 
Camp at Wobunn Abbey Park, Eng- 
land. (That’s a sequestered spot where 
folks go camping in the altogether.) 
These dedicated sun-worshippers shed 
their clothes but not their jewelry. 


“The Rev. Brougham Yates Caxton 
of Brixton was washing cups in the 
camp kitchen wearing a silver chain 
around his neck,” a snoopy reporter 
reports. “Nothing else; just the chain.” 

Two women helpers weren't wearing 
even that much. Just their wedding 
rings. 

The 


highly 


of Brixton 
dishes 


Rev. Mr. Caxton 


recommends’ washing 


clad only in a handsome silver chain. 
“Takes the fatigue out of kitchen 
work,” he commented. “But you have 
to be careful about getting spattered 
when you fry bacon... .” 

His beliefs, 


jewelry but not aprons. A really com- 


obviously, condone 


forting thought for jewelers. should 
the nudist cult spread. 


pm NCH! At least one manutac- 
turer of fine costume jewelry re- 
fuses to 

“Every piece that leaves this plant 


countenance “seconds.” 

for the trade must be perfect.” he in- 

sists. 
Which 


problem. 


worthy objective posed a 


What to do 
items? They do occur, you know. 

At first. rejects were just trucked 
back to the smelter. But, somewhere 
en route. they leaked out—into back. 
street markets. Objective thwarted! 

Next. 


structed to box the lovely “junk” in 


with flawed 


trusted personnel were in 
weighted cartons and sink it, secret- 
ly, in a near-by lake. The company 
soon cancelled that dramatic method 
of disposal because it involved all ex- 
pense, no return—no salvage. 

Then employes were assigned to de- 
face flawed pieces with an acetylene 


torch before their trip to the smelter. 


49 








a woman's confidence... 
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By NCE CANS a SQ YN. NB) 
Good Housekeeping never lets a woman down—whether she’s What's more, Good Housekeeping won't accept advertising that 
reading about silverware or ready-to-wear... lotions or notions. does not meet our requirements. 
Because Good Housekeeping... No wonder more than 12,350,000* readers believe what they read 
* Investigates every product that is advertised in its pages... in Good Housekeeping— whether it's on the advertising or 
* Checks every single claim made for those products advertised... editorial pages. Be sure you're selling your product in this unique 
* Guarantees replacement or refund of money if the products do climate of confidence ...the confidence you get 


not perform as advertised therein. regularly in Good Housekeeping. 
*Look—Politz Study 


Good Hou SEK EEPIN Geer A CLIMATE OF CONFIDENCE FOR YOUR ADVERTISING 


A HEARST MAGAZINE 
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Worked fine—except that you need 
labor to destroy as well as to build; 
and labor costs money, increasing- 
ly so. 

That’s when the company turned to 
the Sprout-Waldron Testing Labora- 
tory at Muncy, Pa. 

After a minimum of head-scratch- 
the Sprout - Waldron 
shooters found an answer. 

“Crunch it,” they said, “with a 
roller.” 


ing trouble- 


So the story has a happy ending. 
Today discards go into a 12-in. roll- 
crusher in the plant’s basement. Takes 
less than five minutes to roll out re- 
jects for a day—and metal recovery 
from the grisly performance is 100 
per cent. 

(Still damply extant, though, are 
those earrings and _ necklaces and 
bracelets at the bottom of the “nearby 


lake.” 

(| ALAXY OF GEMS: For a free. short- 
F course in gemology, don’t miss 

the new hall of “Gems and Minerals” 

at the Smithsonian Institution next 

time vou re in Washington, D. C. Visit- 

ing it is a thrilling experience. 


Skin divers take note!) 


Nearly every variety of gem is rep- 
resented. Many are of enormous size. 
Youll see a 316 carat star sapphire: 
a 66 carat alexandrite and a 310 carat 
peridot. Then, there’s the Shephard 


diamond, a rare, flawless canary-yellow 
gem weighing 18.3 carats. 

Among curiosities is a set of pearls 
—necklace, choker and _ earrings 
given by the Iman of Muscat to the 
LU. S. Government; and the world’s 
largest flawless crystal ball, a perfect 
sphere almost 13 inches in diameter: 
weight, 106 pounds. 

The minerals section features a cave 


where youll see a group of yard-long 


sypsum crystals and a cluster of ame- 
thyst crystals that weigh several hun- 
dred pounds... . 

Gives you new pride in your profes- 
sion to browse through this beautiful 
.all. Few businessmen are privileged 
to deal in the glorious riches which 
nature hides beneath the surface of 
the earth. 


| eerepeat ANGEL: Every boy ani 
girl wants a watch of his very 
own just as soon as he knows how to 
tell time. That first watch of 
srowing up—means 
to keep tabs 


is sort 
a milestone in 


youre learning on 
yourself. . . 

A lot of youngsters have to skip 
that milestone, though: because no 
one cares or has the cash for a watch 
for a kid. 

But. in Washington, D. C., someone 
cares—members of the Washington 


Retail Jewelers Association. 
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"And just think son; some day all of this will be yours.” 
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(Reprinted from This Week magazine. Copyright 1956 by the United Newspapers Magazine Corp.) 
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the WRJA 
curated “Operation Angel,” a Christ- 
mastime project whereby members 
recondition and refurbish every trade- 


lwo years ago inau- 


in watch they receive and send it. 
through local social agencies, to some 
Last nearly 200 


needy child. vear 


watches found their way lo the wrists 
and pockets of previously watch-less 
joy in young 
hearts and good will toward jewelers 
throughout the city. 


children, spreading 


This year the project will be ex 
panded even further. Radio, TV and 
newspapers will cooperate with D.C 
jewelers in asking residents to bring 
watch—and it 
needn t be a trade-in. (That removes 
all possible taint of commercialism 


in any repairable 


from Operation Angel.) 

Seems a good idea for jewelers to 
sive as well as to get during their 
most prosperous season of the year. 


TOP THE CLOCK! Up in isolated 
Nenana, Alaska 200), the 
years big excitement is the Ice Pool. 


{ pop. 


Everyone bets on when the ice in the 
Tanana River will out—at 
ticket, buy as many as you please. 
What tells these far-North gamblers 
exactly when the big ice breaks up 
That wonder- 


of course, 


Sl a 


Og 
© 


and which ticket wins? 
ful mechanism. the clock, 

On the river bank is a 20-foot towe: 
labelled “Nenana Ice Pool.” 
a clever watchmaker has rigged up a 
clock attached 
wire to a tripod in the center of the 


Inside. 


whose works are by 


frozen river. 

At the precise moment when the ice 
goes out, the tripod trips and wham! 
The clock stops. { look at its face 
tells the tale. Last year five cor- 
rect-quessers split $124,000. 


DERFECT SQUELCH: “Why do you 


diamonds in your nose?” 
reporters asked 


of UN 


recent reception. 


wear 


Lady Corea (wife 
delegate ) 


Because.” 


at a 
she 


Ceylon’s 
re- 
find them more becoming 


plied, “I 


than pearls or rubies.” 





Baguette diamonds form a frosty 
bough for vineyard brooch of star 
rubies mounted in yellow gold 
(right). It was one of two pieces 
created by Seaman Schepps of 
New York to win a Diamonds-In- 
ternational Award. Other was a 
torque-styled necklace of diamonds 


and turquoise. 


“excellence in diamond jewelry design’’ 


Diamonds International 


Diamonds in all shapes and colors float, wave, ripple 
and weave, in this year’s award-winning designs chosen 


by a style-setting jury of well-known fashion leaders 


® TODAY’S finest jeweler’s art—trom England, Italy, Switzer- 
land and the United States—is shown on these pages and on 
the cover. These are 17 of the 27 pieces which won Diamonds- 
International Awards for excellence. 

This year’s prize jewels were shown to the press at a lunch- 
eon in the Waldorf-Astoria on Oct. 1. George Skinner of N. W 
Ayer & Son, which sponsored the annual competition, intro- 
duced Mrs. Perle Mesta, Washington hostess and former 


ambassador to Luxembourg, who was a member of the 1958 


(please turn to page 94) 
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London town is the birthplace of this striking flower 
bracelet (left). A double row of baguettes and round 


diamonds centers on a shining lily, which is entwined 


with many smaller flowers. It comes from Joseph & 


Pearce, with diamonds by the Messrs. Aardewerk of 


Audley House. 


Innovation in matching pieces is this set (below), fea- 
turing a widow’s peak hair clip and complimenting 
econtour-formed ear-clips. The diamonds are gradu- 
ated sizes of fine baguettes with a fringe of round 


stones. By Giibelin Bros. of Lucerne, Switzerland. 


Matchsticks provided the inspiration for this boldly-angled 
brooch. The ticktacktoe design provides plenty of fire; six dia- 
monds burn white and bright at the tips of the striking—but 
non-strikable—golden matches. “Matchsticks,” naturally, was 
what the designer called it. By Lindemann Jewelry Co. of San 


Francisco. 





Brilliant and compatible marriage of - 


bracelet and watch, baguettes and round 
cuts (right), was created by Patek 
Philippe & Co. of Geneva, Switzerland. 
Literally swathing the wrist in gems, 
this bracelet-watch is styled in a lavish- 
ly curvacious design that is both elegant 
and casual. A tiny Patek Philippe watch 
ticks discreetly under one of the en- 


twined panels. 


Dazzling contrasts result when rubies, diamonds, 
vold and platinum combine their elegance and 
beauty in this “Flaming Embrace” ring (above). 
One of three pieces that won awards for Granat 
Bros. of San Francisco, the ring features flames of 
rubies in pink gold that clasp the great sparkling 


dome of white diamonds set in platinum. 


“Spring Sky” (right), another of the three pieces 
which achieved distinction for San _ Francisco’s 
Granat Bros., shows six tiny birds flying through 
diamond clouds with “speed lines” of baguettes. 
Kach bird has a marquise diamond body and grace- 

wings of baguettes. Barely visible platinum 


wire holds the birds in formation 





Stem of baguettes with matched pear-shaped 
diamond flowers follows the contour of the 
lobe and launches a single large pendant dia- 
mond at the end of the ear. The ear clip 
(below) were designed by Marchal, Inc., of 


New York. 


A toast to this rosy ball of bead-set rubies, 


wrapped with a gold and diamond leaf! This 


smartly-styled ring (left) was designed to 


provide sparkling distinction for the little 


finger, and it has diamonds down one side of 
the ring band too. One of three pieces which 


won Awards for Erwin Pearl! of New York 





Leaf-covered powder box is made of 18 
karat gold, traced with diamond brilliants. 
The two-tened leaves have both Florentine 
and bright gold finish; the spear-shaped 
stalks are of diamonds. Adding another 
Continental touch to the Diamonds-Inter- 
national Awards, it was designed by 


Piccini Bros. of Florence, Italy. 


Tiny leaves, shining in 
platinum, follow a curving 
trail across the finger in 
the charming ring (above) 
created by Mary Schimpff 
of Bloomington, I11. 
Among the leaves, beads 
and granulets of yellow 


gold come through. 


Three-leaved lapel jewel 


(left) is called “repre- 


sentational foliage,” but Light, open mounting of this ring (above) lets in 


it never grew on any tree. more daylight, cuts down on metal. This, the 


Whi "e 4 W , : 
hat tree could grow French say, is the way diamonds should be set 


such shining-smooth dia- — s 
a jour, they call it. The dome of diamonds rests 
monds, set pave, or rubies 
in a tiny collar of white gold, raised on a ring 
that glint with grains of 
ae band, forked on one side. In other words, simplicity 
gold? One of two win- 


° ° IciCa ra S > rayV } } rar r} > 
ning pieces by Mare of design was the keynote in this Award winner 
Koven of New York. by J. Jessop & Sons of San Diego. 
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Daisy pin (below) glows 
with a big sunshine-yellow 
center brillant and mar- 
quise-shaped white diamond 
petals. Emeralds add real- 
ism to the leaves. By Green 
Jewelry Co. of Kansas City, 


Mo. 


Rippled choker (above) with curving grace unites a 
shining cord of gold with ribands of baguettes and bril- 
liant-cut diamonds. The necklace flows to the center 
hollow of the throat where every breath gives mobility 
and constant life to the pear-shaped diamonds. By Bello- 


echio & Co., Dallas. 


Five was the magic number for Julius 
Cohen of New York, for that’s how 
many Diamonds-International Awards 
he won this year. One of his pieces is 
the “Waterfall” clip (left) with dia- 
monds that flow and ripple and big 
glistening waterdrops that tremble but 
never tumble down; it is composed of 


baguettes and pear-shapes. 





Candle is used in the Christmas display (below) 
to bathe Gruen’s latest-style watches in Yuletide 
light. Other seasonal selling aids include perma- 


nent motion display, mats, streamers and radio 


and television scripts. From your authorized 


Gruen Guild distributor. 


“Here they are,” Santa seems to say 
as he points toa couple of clocks from 
the new Sunbeam line. Counter cards 
and displays are available from Sun- 


beam Corp., 5600 Roosevelt Rd., Chi- 


cago. 


GARLAND CIRCLETTES | 
whe PC LSCb Circlette Previewer (left) is Kreis- 

ler’s new watch band display (No. 

90279). Paris Rose velvet pad holds 

seven Circlettes. Velvet - covered 

collars in the upper corners hold 

two more bands. Display is free 

with assortment 73. From Jacques 


Kreisler Mfg. Corp., 9015 Bergen- 





line Ave., N. Bergen, N. J. 
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ie - See ) il tom diem od Molet.<— 
what the manufacturer 
calls this display 
(right). Suggesting 
Sessions electric clocks 
be used “all through 
the house,” it is free 
with the purchase of 
any six models. 
Through your distrib- 


utor from Alliance 


rt 


AA te te te st MTS 


ad 
F 


* 


~ x , 
mS Pig 
wi ’ 
Pre Ss x “Fy: 
wig” © gf 
ns ad 


Mfg. Co., Alliance, 


ate 
iW 
ae 


. seated. 7 ie: ‘ , 
rs Pos 
id 


Ohio. 


Y a, 
:. day, 
”* + 
Ao se pups 





Ye: 


TECTRIC HOUSEWARES 


HOLIDAY 
HELPERS 


® HERE ARE SELLING AIDS with the 


Christmas spirit to give your store 
just the right touch of Holiday 
sparkle and give you better Christ- 
mas business and bigger Christmas 


profits. Use them to supplement 
Singing Santa and versatile three-piece cardboard base 
that can be arranged in a variety of designs holds 
Universal appliances from Landers, Frary & Clark of ; Se 
New Britain, Conn. issue of JC-K. 


those you selected from the October 


(please turn page) 
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Turning pages reveal the entire 
line of Sheaffer pens in this 
colorful display (below). Com- 
bining light and motion, each 
full-color page is high-lighted 
by the foreground reflector bar. 
The front of the display fea- 
tures a Lady Sheaffer and a 
Snorkel pen on velvet cloth. 
From W. A. Sheaffer Pen Co., 


Ft. Madison, Iowa. 


Three-dimensional, illuminated window display (above) is part of Ham- 
ilton’s Christmas promotion package — “Hamilton, for a star-bright 
Christmas”—which includes a self-mailing eight-page color catalogue, 
30-page mat proof book, give-away star pins, reprints of national ad- 


vertisements suitable for display and radio and television material. 


; ' 
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Mats tie in directly with Life and 
Reader’s Digest ads. Free from Mido 


Watch Co., 580 Fifth Ave., New York. 
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is a secret 
hidden in every 


7 


Columbia 
CiaAMOonNwoOo RING 
PERFECT FIT 


Revolving tree, illuminated 
background and flashing lights 
are the eye-catchers in this win- 
dow display (above). In addi- 
tion to five boxed sets, the dis- 
play holds eight wedding bands 
which turn with the tree. All 
Christmas symbols, including 
tree, can be removed for non- 
seasonal use. From Columbia 
Diamond Rings, 134-20 Jamaica 


Ave., Jamaica, N. Y. 


THE JEWEL BOX 


hat mean more <P come from your jewelry store 
: OG 


v 138 Main Street 
Anytown, Alaska 


timely sugez 


FO b LEMS eae 


seLection.. and 


juality look that 


Completely prepared direct mailing 
piece (above) comes with your store's 
name imprinted. Letter offers general 
gift buying suggestions; booklet 
pushes Wyler watches. Including en- 
velopes, $6.50 for the first 100, 86 each 
additional. From Wyler Watch Corp., 


131 E. 23rd St... New York. 


Counter card (below) is part of kit 
which includes window ornaments and 
display cards which can be used in 
conjunction with any ‘Toastmaster 
product no matter where it is display- 
ed —in the window, on top of the 
counter or on a shelf. From Toast- 
master division of McGraw-Edison 


Co., Elgin, Ill. 
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BRAND NAME JEWELERS-OF-THE-YEAR SINCE _ 1950 





1950—CRONE 


1951—HELZBERG 


1952—SCHINDLER = 1953—BENWAY 


by Myer B. Barr’ 


Brand Name Awards Pay Off 


Publicity and prestige are yours 
—if you win, place or show in 
the Jeweler-of-the-Year Contest 


° BEYOND THE PROFIT ENTRY on the balance sheet. 
there are no “Oscars. no *y mmys._ ne Pultizer prizes 
to denote a jeweler s success and his contribution to 
the industry. Instead, retail jewelers can compete each 
vear for something infinitely more worthwhile than a 
statuetl or a cash payment I'm talking about a 
“Retailer-of-the- Year” Award. 

It automatically labels you a “top” retailer.” It 
brings you local publicity and increased trafic. It says 
lo yout suppliers: “you cant deal with a better store.” 
W inners recelve recognition worth thousands of dollars 
to their stores in tangibles and intangibles. No wonder 
hundreds of jewelers have competed for the awards 
each vear since 1950. when the Brand Names Founda- 
tion of America first opened the competition to jewelers. 

Whether your firm is in the Fifth Avenue cash 
tradition ()] a coast-to-coast credit chain operation, 
brand names are your “bread and butter.” Reeardless 
of your retail classification, the annual competition is 
open to you. Winners have included “cash” stores as 


well as ¢ redit firms: single store owners as well as chain 


* The author, president of Barr Associated Stores, Inc.. of Philadel- 
phia, was Brand Names Jeweler-of-the-Year in 1955. 
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store operations. The brand Names competition plays 
no favorites. 
Past first-place winners are not allowed to re-ente: 


for five years, so the competition is a fair, free-for-all. 


Brand Name Items Pre-Sold 

\ Brand Name honor for jewelers makes good sense, 
because the jewelry industry is closely identified with 
the merchandising of brand name products. Most 
jewelry-store items have been pre-sold by the intensive 
advertising campaigns of their manufacturers. Whether 
the jewelers wares be watches, silverware. costume 
jewelry, or leather goods—brand name publicizing has 
made them immediately identifiable by the consumer. 
\nd if the jeweler also merchandises electric shavers. 
appliances, cameras and radio products. brand name 
recognition becomes more pronounced. Without brand 
name products, the jeweler’s shelves would be a display 
of luxury items whose acceptance by the consumer would 
require tedious over-the-counter selling. restricted turn 
over and minimum gross profit. 

To most of us who regularly merchandise famous 
makers’ products in our stores, the pre-selling by brand 
manufacturers is a factor too easily accepted as a mat- 
ter of course. So why does the Foundation make these 
awards? For two reasons. First. to give public recog- 
nition to alert. progressive retailers and. second, to brine 
these stores to the attention of their trade. An IMpor- 
tant aim of all national brand advertising is to pre-sell 
the merchandise in your store, thereby reducing your 
sales costs. The Brand Names Foundation program 
backs up and adds force to the product promotion of 





1954—WILSON 


the entire community of trusted brands. Your unseen 
partners are the reputations of the brands you’ carry 
and the public's interest and confidence in them, 
When you key your year-round promotion to “brands 
that have made a name for themselves.” you are giving 
these partners their best opportunity to work for you. 
by emphasizing the reputations back of the manufac- 
turers brands you sell. these brand messages help “pre- 
sell” your customers and make your selling job easier. 
You reap maximum profit from your manufacturers’ 
national promotions when you pinpoint their efforts in 
your own advertising. promotion and sales training. 
thus establishing your store as “Brand Headquarters” 


in vour community. 


Do You Qualify? 

Do vou feature famous makers brands in your year- 
round advertising and promotion? Are you doing a 
brand-education job with your customers. showing them 
why brands represent quality merchandise made by 
responsible manufacturers? Do you insist that) yout 
salespeople know the facts about the merchandise they 
sell. and the story back of all reliable brands?’ In othe 
words. are you building a reputation in your city as a 
center where trusted advertised brands can be bought? 

If vou can answer ves to most of these questions, you 
should be in the running for the Brand Name Retail 
Jeweler-of-the-Year award. To “throw your hat in the 
ring. for this years competition. get an entry card 
from Brand Names Foundation. 437 Fifth Avenue. New 
York 16. New York. If you win one of the awards. 
think of the prestige vour store will gather in’ your 
community! 

You have several more weeks to send in vour entrs 
blank which expresses your desire to compete. No 
samples. tearsheets. photographs or other exhibits need 
be submitted now. Near the end of the year vou will 
be asked for a brief summary of your brand advertising 
and promotional activities. 

In January. retailers whose summaries reflect the most 
thorough and vigorous year-round brand activity will 
And these finalists. about 20 


he picked as “finalists. ”’ 


of them. will be invited to submit detailed presentations 
including samples. tearsheets. scripts. etc.. of then 


promotional activity throughout the year. 


How You Are Scored 

The presentation for the final competition is a serious. 
well-planned “pitch | to convince” the judges of the 
entrants qualifications and efforts. Although the presen- 
tation need not be expensive or elaborate. it) should 
be neat. well-planned. and organized lo present a logical 
story. 

Qn the basis of 100 points for perfection, here ts 
how pomnts are allotted: 

LO points kor telling the Brand Names story to your 
customers, 

25 points -For training sales) personnel in’ brand 
name selling. 

2. points For using local media to present the brand 
Story. 

lO) points For the presentation itself. based on 
lormat. neatness and general appearance. 

Presentations will be judged by a committee com 
posed of the merchants who won last years Retailer-o! 
the-Year plaques in 25 different fields of retailing 
and Alvin Fink of Fink's Jewelers. Roanoke. Va. 1957 
Retail Jeweler of the Year——-will be one of the judges 
Winners in the 1958 competition will be notified in 
early Mareh. 1959. 

\wards will be presented at a dinner in the Waldorf 
\storia Hotel, next April: and before 1500 civic and 
business leaders the spothght of national publicity and 


prestige will he it ussed ony the winners. (Good luck! 





Turn page to see what winning a 


Brand Names Award has done for 


these eight Jewelers-of-the-Year > 














WINNING STORES: HOW THEY 


WON AND PROFITED 





1950 winner: Vaniel W. Crone, Jr. of S. & N. Katz, Inc., 
Baltimore, Md.—‘*We were the first jewelry firm honored 
by the Foundation; and we can emphatically state that 
the publicity which comes from being known as Brand 
Names Retail-Jeweler-of-the-Year is most valuable on 
both local and national levels. The award won us much 
prestige with our suppliers and, more important, it had a 
lasting effect on many of our customers. We still use it 
(the award] in our institutional advertising. 
Certificates of Distinction; Budd & Co., Inc., Columbus, 
Ohio; Michael’s, Inc., New Haven, Conn.; Ricky’s Jewelers, 
Klamath Falls, Ore.; Rudolph L. Schindler, Sioux City, 


lowa. 
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1954 winner: Jerome M. Wilson, Wilson’s Leading Jewel- 
ers, Syracuse, N. Y.—‘‘Customers are pre-sold on brand 
names products by their manufacturers—and being known 
as the year’s top brand names jewelry retailer, gives them 
confidence in you . The prestige you get automatically 
from winning the award is the kind that can’t be bought. 
Then it’s up to the winner to make full use of the honor 
in his own promotions—not only at the time of the award, 
but for some years to come. _ 

Certificates of Distinction: Barr’s Jewelers of Philadel- 
phia; Charles Schwartz & Son of Washington, D. C.; W. 
Howard Weiss of Greeley, Colo.; S. A. Meyer Co. of Wash- 
ington, Pa. 
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1951 winner: Barnett C. Helzberg, Helzberg’s Diamond 
Shops, Inc., Kansas City, Mo.—‘‘One of the most impor- 
tant honors that has come to us! We feel that it has 
definitely led to further steps forward for the Helzberg 
organization.” And this endorsement comes from Bernie 
Fields of Bernie Field’s (formerly Pinsker’s), Middletown, 
Conn., a Certificate of Distinction winner: “Our business 
has increased 40 per cent since we started plugging Brand 
Names we are known as the Brand Names store of 
Middletown... .” 

Other ’51 Certificates of Distinction holders: Rudolph L. 
Schindler of Sioux City, Iowa; Hillman’s of Canton, Ohio; 
Martinek’s Jeweler of Traverse City, Mich. 
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1955 winner: Myer B. Barr of Barr’s, Philadelphia 
“That year we budgeted $100,000 for television advertis- 
ing, and 94 per cent of it pushed brand names. We sent 
out 750,000 pieces of direct mail, and 93 per cent of it 
concerned brand names. We published a 24-page gift cata- 
log, and 17 pages were devoted to brand names. Brand 
names also got the center of the stage in all our windows 
and in 500 radio spots. Representatives of 20 famous- 
name manufacturers addressed our pre-Christmas sales- 
training meetings during September and October.” 
Certificates of Distinction: S. A. Meyer Co. of Washington, 
Pa.; Bixler’s, Inc. of Easton, Pa.; C. A. Schnack Jewelry 
Co., Alexandria, La.; Kruger Jewelry Co., Midland, Tex. 
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1952 winner: Rudolph L. Schindler of Sioux City, lowa 
—“The day we won the award we used a full-page news- 
paper ad to advertise a Brand Names Treasure Hunt. 
Readers filled in missing words of brand names slogans 
(found in ads for those products elsewhere in the same 
issue) and brought us the papers to get their ‘treasure.’ 
We lined ’em up for blocks ... We credit that and other 
promotion of our award with doubling our business in the 
The award really benefits a small 


’? 


next 16 months 

store in a small town. 
Certificates of Distinction: Barr’s of Philadelphia; Pins- 
ker’s of Middletown, Conn.; Basch Co. of Cleveland; Wil- 
son’s Leading Jewelers of Svracuse, N. Y. 


1956 winner: Frank O. Hunter, partner with C. S. Cars- 
tens in C. A. Schnack Jewelry Co., Alexandria, La. 
“Winning the award endorsed our claim to being the finest 
and largest jewelry store in central Louisiana. Of all the 
honors this store has received in its 93-year history, none 
has benefited us as much as winning the title, ‘Brand 
Name Retailer-of-the-Year.’ We shall continue to let the 
public know that Schnack’s is ‘Your brand names jew- 
eler.” ”’ 

Certificates of Distinction: Fink’s Jewelers of Roanoke, 
Va.; S. A. Meyer Co. of Washington, Pa.; Bixler’s, Inc. of 
Easton, Pa.; Bernie Fields Jewelers (formerly Pinskers) 
of Middletown, Conn. 


1953 winner: Lewis I. Benway of Basch Co., Cleveland, 
Ohio—“We sincerely believe that all fine jewelers should 
make every effort to share in the Brand Names Competi- 
tion benefits. Winning proved to be our 41-year-old con- 
cern’s finest achievement. Prestige value, both with the 
trade and with the public was tremendous.” Mr. Benway 
points out that the Retail-Jeweler-of-the-Year competition 
is open to every classification of jewelry store—large or 
small, chain or individually-owned; cash or credit. 

Certificates of Distinction: Wilson’s Leading Jewelers of 
Syracuse, N. Y.; Barr’s of Philadelphia; Pinsker’s of Mid- 
dletown, Conn.; Charles Schwartz & Son, Inc. of Wash- 


’ 


ington, D. C. 


1957 winner: Alvin B. Fink of Fink’s Jewelers, Roanoke, 
Va.—“The local newspaper devoted an entire editorial! 
section to the value of brand names, our store and out 
honor in being selected Brand Names Retailer-of-the-Year; 


, 
’ 
} 
‘ 


and supplers cooperated by advertising in this specia 
news section. Also we received much fine publicity on radio 
and TV. Winning the award was one of the finest things 
that ever happened to our organization. 7 

Certificates of Distinction: Corrigan, Inc. of Houston, Tex.:; 
S. A. Meyer Co. of Washington, Pa.; Baranov’s, Inc. of 
San Diego, Calif.; Skeie’s Jewelry Store of Eugene, Ore. 





by Gaeton Fonzi 


The Man Who Set the Clocks Straight 


A determined Yankee schoolmaster 


Pam) 


gave us the system which standardized time 


in this country—Just 75 years ago 


° IT’S HARD TO IMAGINE an era 1n 
American history when cities 
and towns set their clocks by the 
sun, and when 500 railroad lines 
criss-crossed the nation on 70 
different time schedules. 

Yet that was the chaotic situa- 
tion just 75 years ago; before 
Nov. 18, 1883, the birthday of 
standard time. 

While top scientists and rail- 
racked their 
brains for a solution to the time- 


road engineers 
tangle, a Yankee schoolmaster, 
Dr. Charles Ferdinand Dowd of 
Saratoga Springs, N. Y., was 
quietly finding the answer. 

nce he tound it—the basis 
for our present standard time 
he spoke out with all the force at 
his command. For 14 years he 
campaigned for its adoption. 
Finally he had the satisfaction 
of seeing his system in force 
throughout the land. 

or his remarkable services, 


however, Dr. Dowd received not 
so much as a dime; and the man- 


ner of his death, at the age of 


74, was strangely ironic. 
What impelled this successful 


educator to devote nearly 20 


vears of his life to the cause of 


standard time? A _ respect for 
order; and a driving urge to 
straighten out whatever needed 


straightening. 


This compunction toward order 


undoubtedly was part of his 
Yankee heritage. Charles Ferdi- 
nand Dowd grew up in Madison, 
Conn., the eighth generation of 
thrifty and prosperous New En- 
glanders. Highly intelligent and 
a scholar from the start, he de- 
termined to go to college, despite 
his father’s disapproval. 


Yale on Sweet Potatoes 

Young Charles tightened his 
belt and got himself through 
Yale on odd jobs and long spells 


of eating nothing but sweet 
potatoes which he found “very 
nutritious.” He graduated ob- 
scurely with the class of 1855. 
But, many years later, Chauncey 
M. Depew, the eminent lawyer, 
orator and politician, extolled 
Dowd as “not only the most fa- 
mous member of the class of °53, 
but ... the most famous of all 
Yale graduates.” 

Dr. Dowd began his distin- 
guished educational career with 
the Connecticut State Normal 
School, advancing to the top post 
of principal. In 1868, he found- 
ed Temple Grove Ladies Semi- 
nary in Saratoga Springs, N. Y. 
—known today as Skidmore Col- 
lege for women. 

Despite his busy life, he soon 
became engrossed in the coun- 
try’s time problems. During 
the 1850's, he broke precedent 
by lecturing to his classes about 
the need for standard time. And 
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from then on, he explored the 
subject from every angle, seek- 
ing help from observatory di- 
rectors, university _ scientists, 
time-calculation specialists for 
the railroads. 


Change vs. Facts 

He had these facts to deal 
with: 

1. Navigators used the merid- 
ian of Greenwich, England, as 
the prime meridian in reckoning 
their positions at sea, and 
“Greenwich ‘Time” was_ the 
standard in England. 

2. Towns and cities in the 
United States set their clocks by 
solar time. Noon was when the 
sun stood directly overhead. 
Hence, a series of local “‘noons” 
accompanied the sun across the 
country. When noon struck in 
“Smithboro,” for instance, clocks 
in “Brownsville,” a few miles 
west, stood at 11:58 a.m.; and 
those in “Jonesburg,” a few 
miles east, read 12:02 p.m. (All 
three clocks were “right.” The 
“local time” system worked fine, 
if you stayed home and had no 
dealings east or west. Travellers 
and businessmen were the ones 
who suffered. ) 

3. Railroads customarily took 
their time from the largest city 
on the run. 

Apart from this jumble of 
man-calculated times, Dr. Dowd 
found one constant: Regardless 
of the season, the sun moves 
ucross 15 degrees of longitude 
every hour. Since the United 
States, from the Atlantic to the 
Pacific, comprises approximate- 
ly 60 degrees of longitude, the 
sun moves from coast to coast 
each day in about four hours. 

Putting his finger on these 
physical facts was Dr. Dowd’s 
big contribution to a workable 
time svstem for the nation. 
And on them he based his subse- 
quent calculations. 


Sunrise at 10 A.M.? 

First he considered timing the 
country as a unit. But that 
meant folks in California must 


Dr. Charles Ferdinand Dowd. No statue or postage-stamp honors his 
name; yet he may be rightly called “the Father of Standard Time.” 


wait until 10 a.m. for the sun to 
rise. You could hardly ask peo- 
ple to make so drastic a change 
in their conception of time. 
Next, he divided the country 
into time belts of 15 degrees 
each: Eastern, Central, Moun- 
tain and Pacific. (Sound famil- 
iar? Those same times are used 
today.) A traveller going West 
would set his watch back one 
hour whenever he 
time-line; if he travelled East, 


crossed a 


Peettrmiand Prolhii ‘ 


he’d progressively set his watch 
an hour ahead. 

Time of the first zone would 
be determined by the meridian 
which passed through Washing- 


ton, D. C.—the 77th west of 
Greenwich. But the 77th dif- 
fered by five hours and eight 
minutes from Greenwich time: 
and the eight minutes was awk- 
ward. So he changed the deter- 
mining meridian to the 75th. 
That put Eastern Standard Time 
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HOW YOU CAN PROFIT FROM THIS ARTICLE 


Window and In-Store Display. Show clocks and watches (key-winders 
and early stem-winders) that were in use on Nov 18, 1883, “the Day 
When Standard Time Was Born.” In a second display, “With the Passage 
of Time.” show how styles have changed through the years. For ideas 
of what to show, see “How Watch Bands Got That Way,” in last July’s 
In a third display, “For Present Times,” show today’s newest 
special-feature and high-style clocks and watches. 


Invitations. Invite parents to take the kids to see your time exhibit 
and school teachers to bring in their classes. Tell school principals of 
your readiness to explain the importance of standard time at a school 


Publicity. Show this article and last month’s standard time article to 
your newspaper. Dig into local newspaper files of November 1883 to 
see how standard time came to your area. You'll probably find interesting 
details of how jewelry stores set the clocks straight. 








. fast holds on local time’ 


were loosened 


by the man who set the clocks straight (continued) 


exactly five hours behind Green- 
wich. 

Dr. Dowd obtained permission 
to present his skeleton plan be- 
fore a committee of railroad 
trunk line officials meeting in 
New York in October 1869. And 
they liked it. They asked him to 
work it out in detail. 

That meant he must reconcile 
the local time of each station 
stop on each railroad line in the 
United States and Canada—500 
of them—with his_ proposed 
standard. The colossal task took 
every spare moment of his time 
for a year; and some 8,000 calcu- 
lations. 

By 1870, however, he was 
ready to publish his findings. 
They appeared in a pamphlet 
called A System of National 
Time and a Time Gazetteer of All 
Stations in the United States 
and Canada. It was the first de- 
tailed plan for unifying time in 
North America—a historic ac- 
complishment. 

Drawback: Two Times 
The plan still had drawbacks, 


though. It standardized time for 
railroads only. Most towns 
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would still have two times: Its 
own time and railroad time. 

Also, time-zone lines were too 
arbitrary. Train crews would 
balk at adjusting their watches 
on straight-away runs. 

Nevertheless, the professor 
set his sights on the next conven- 
tion of trunk lines in October 
1870. Then rate wars broke out. 
The convention, harassed with 
this immediate problem, put him 
off—indefinitely. 

Sut Dr. Dowd never gave up. 
He explained his plan to every 
railroad and layman’s group that 
would hear him. In 1873, he al- 
most won over committees from 
the New England, Western and 
Southern railways, meeting in 
joint session. They found the 
Dowd System ‘well adapted to 
the purpose aimed at’; but rec- 
ommended that “‘the question of 
uniform standard national time 
be deferred.” Most passengers, 
they reasoned, traveled only 
short distances. Contradictory 
clocks really mattered little. 

Back went Dowd to his mis- 
sionary work. He traveled, lec- 
tured, consulted, pamphleteered. 
And now he preached the gospel 
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of a four-zone standard for the 
whole nation, railroads and 
townsfolk alike. The most dif- 
ficult part of the whole crusade, 
he said later, was to ‘‘unclinch 
people’s notions from their fast 
holds on local time.” 


Enter Mr. Allen 

Meanwhile, railway travel in- 
creased by leaps and bounds; so 
did public annoyance at the in- 
conveniences—and dangers—of 
time differentials. By 1879, the 
American Society for the Ad- 
vancement of Science advised 
the railways to adopt some 
standard of time. And in 1879, 
the General Railway Time Con- 
vention, meeting in New York, 
listened respectfully to a paper 
on standard time presented by 
the American Meteorological So- 
ciety. The convention referred 
the paper to its secretary, Wil- 
liam F. Allen. 

As editor of The Travelers’ 
Official Railway Guide and the 
Rand McNally Railway Guide, 
Mr. Allen was well acquainted 
with Dr. Dowd’s activities; but 
he thought the plan “imprac- 
tical” for railway use. He shoved 
it into the back of his mind when 
he began his own calculations. 

First Mr. Allen traced each 
railroad on a map, using differ- 
ent colors to show the differ- 
ent time standards. When he 
analyzed his work, he found that 
many of the Eastern roads used 
time systems which nearly coin- 
cided with the 75th meridian; 
and that a number of roads 
ranged around the 90th merid- 
ian. Here, after all, was an op- 
portunity to use Dr. Dowd’s 
‘“hour-difference”’ plan. 

Still unsolved, though, was 
the matter of where to make the 
time changes. Allen finally hit 
on an answer: Change at the 
end of each railroad division; 
that is, where the trains nor- 
mally stopped to change crews. 

Then Allen traced another 
map in four colors representing 
the four proposed zones. The 
plan looked practical and work- 
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EFORE AND AFTER the adoption of 
; STANDARD TIME November 18, 1883 
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able. Surely, this was “it.” 
No Time for Time 

But, once more, hopes were 
dashed — by another rate war. 
The railroads’ convention in 
1882 expressed keen interest in 
the project; had no time to con- 
sider it. 

In April of 1883, Allen man- 
aged to get tentative approval 
from the 50 railroads repre- 
sented at the St. Louis General 
Time Convention. He also had 
to get okays from the rest. 

And he did. When the Con- 
vention next met in October, he 
had pledges from 78,000 miles 
of road. The resolution advocat- 
ing a national standard of time 
was passed; and on Nov. 18, 
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Reprinted by 


1883, the very 
went into effect. 

Harper’s Weekly waxed elo- 
quent about the change and 
what it involved: “On Saturday, 
Nov. 17 {day before the big 
change] clocks began their usual 
jangle for the hour of 12 as soon 
as the sun reached the meridian 
of the eastern border of Maine. 
And this continued for the next 
four hours—like cowbells in a 
wildwood. 

“But, on Monday the 19th 
(supposing all to have changed 
to the new time system on the 
18th) no clock struck noon till 
the sun reached the 75th merid- 
ian. Then all clocks on the con- 
tinent struck together—those in 
the Eastern section striking 12; 


next month, it 
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Asso wrion 


Lorie rican Railroads 


those in the Central 
striking 11; Mountain section 
10, and Pacific section 9. Minute 
hands of all were in harmony— 
and in harmony with the 
watches of travellers... .” 


section 


What Price Glory? 

Newspapers and_ periodicals 
wrote glowingly about the great 
feat of Dr. Dowd and Mr. Allen. 
An enterprising reporter 
tracked Dr. Dowd to his Sara- 
toga home to ask how much he’d 
been paid for his efforts. 

‘““My discovery was in an in- 
tangible field,” Dr. Dowd pointed 
out, “ not like that of Mr. 
Westinghouse who saw how he 
could apply air pressure to the 

(please turn 


to page 97) 
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Through 7000 interviews with men, women 
and teenagers, the Elgin National Watch Co. 


produces new market facts and selling tips 








The public tells the jeweler: 
How to Sell More Watches 


°* “IF A CUSTOMER comes into your store to look 
at watches, the chances are 7 out of 10 that he’ll 
buy from you.” 

So says A Survey of the Consumer Watch Mar- 
ket, conducted by the Elgin National Watch Co. 
through Crossley S-D Surveys. After interviews 
with 7000 men, women and teen-agers, Elgin sug- 
gests action that jewelers can take to attract more 
watch-shoppers. Elgin also lists things which 
jewelers can do to sell more than 7 out of every 
10 people who come in to look at watches. 

The immense study is recorded on 50,000 IBM 
cards. It broadly covers the who, what, where, 
when and why of watch-buying during 1956 and 
1957. It up-dates, adds to, and does not always 
agree with, marketing information previously 
yathered from a smaller number of interviews by 
the Watchmakers of Switzerland. JC-K discussed 
the Swiss Watchmakers’ survey in October and 
November last year. 

Here is a digest of Elgin’s 28-page report: 

Men huy 60 per cent of all watches sold. They 
buy not only 62 per cent of the men’s watches but 
also 57 per cent of all watches for women. By 
type of Customer the watch market breaks down 
Men buying for themselves, 30 per 


cent; men buying a woman’s watch as a gift, 23 


as toilows: 


per cent: men buying a man’s watch as a gift, 7 
per cent; women buying a man’s watch as a gift. 
25 per cent; women buying for themselves, 9 per 
cent; women buying a woman’s watch as a gift, 
Ss per cent. 

Two-thirds of all wrist watches in use today 


were received us gifts. But there is a marked dif- 
ference in the proportion of men who acquired 
their watches as gifts (49 per cent) and the pro- 
portion of women who did so (78 per cent)! 
These ratios have held true for the past ten years 
and show the importance of continued promotion 
of the gift idea for women’s watches. 

Over one-third of all wrist watches are pur- 
chased during the three weeks before Christmas, 
with another 9 per cent in November. The next 
best months are May and June, reflecting gradua- 
tion gifts. As would be expected, self-purchase 
watch sales are distributed more evenly through- 
out the year. 


CONSUMER WATCH PURCHASES BY MONTHS 
Self - 
Purchased 
Watches 


All Gift 
Watches Watches 


> a 
ee ¢ 


August 

September 

October 

November .... 14 
December 3! 5 14 


Jewelry stores had 58 per cent of the watch 
business during 1956-57, when 9 per cent went to 
discount houses; 8 per cent to drugstores; 6 per 
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Diamonds-International Awards and Diamonds U.S.A. Awards 
have honored Granat for five consecutive years. Naturally, we are 
yROltCe Me) Mas CeReO I Kcoaocadllolecme) Meir lriaec aime lmaselanaae| 
by honors conferred on us year after year. Those who were accorded 
Diamonds-International Awards were selected from the creative 
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HOW TO SELL MORE WATCHES 


(continued from page 70) 


cent to department stores; 6 per cent to mail-order 
and 13 per cent to other outlets. Basically, the 
more expensive the watch, the more likely it is 
to have been purchased in a jewelry store. It is 
interesting to note, however, that the jewelry 
store share of the pin-lever business more than 
doubled from 1956 to 1957, while the drug and 
department store shares decreased. 

Last year jewelers sold 20 per cent of all 
watches that were bought for less than $15 (drug 
stores sold 27 per cent). They sold 44 per cent 
of all watches in the $15 to $30 class (discount 
houses accounted for 20 per cent and department 
stores for 10 per cent). They sold 72 per cent 
of all watches in the $30 to $50 bracket (discount 
houses, 11 per cent). They sold 73 per cent of all 
watches in the $50 to $75 area (mail-order was 
the largest competitor here, with 7 per cent of 
sales). And they sold 93 per cent of all watches 
for which consumers paid $75 or more (discount 
houses had 6 per cent of this part of the market). 

The “average watch” sold in a jewelry store 
last year cost the customer somewhat more than 
$50. Here are jewelry store watch categories by 
price (actual selling price, not necessarily list 
price): under $15, 10 per cent; $15-$30, 11 per 
cent; $30-$50, 29 per cent; $50-$75, 32 per cent; 
$75 or more, 18 per cent. 


Building Jewelry Store Watch Sales 

Consumers are offered more products today 
than ever before (hi-fi sets, boats, etc.) and they 
want to make every dollar go as far as possible. 
As a result they seek out reasonable prices and 
stores where they can “make the best deal.’’ Both 
the watch market and the jeweler have lost 
ground recently because of these consumer atti- 
tudes. The best way to regain the losses is to 
show customers that you have the product they 
want. Point out its advantages over others— 
and emphasize the values of services, ete., that 
they get by purchasing at your store. 

Watch those window displays. Customers don’t 
spend much time shopping for watches or think- 
ing about it beforehand. Almost half the people 
who buy watches do so within a week after they 
decide to buy—and one watch-buyer in every four 
thinks about and buys the watch on the same 
day! Over one-fourth of the purchasers do win- 
dow-shopping, and most of them look at three 
to nine windows. 


Kavplain the merits of better watches and step 
up the sale. (Many people told the Crossley in- 
terviewers: “‘all the dealer did was to lay the 
watches on the counter.” Others said they already 


knew pretty much what they wanted. This indi- 
cates that many dealers have helped the trend to 
lower-priced units by taking the line of least 
resistance, instead of doing some real selling.) 

Tell what is meant by jeweled levers; capitalize 
on what is now only a vague standard of quality 
to the consumer. Four people in every ten don’t 
know why jewels are put in watches! Further 
adding to the confusion, and in spite of the rising 
popularity of pin-lever watches, 93 per cent of 
the people have never heard the term, “pin lever.” 

Make people dissatisfied with their present 
watches by continually calling attention to product 
changes. The survey shows that 46 per cent of 
the wrist watches being worn today are more than 
six years old. Few other products on the market 
have so slow a replacement rate. 

Accuracy should be taken for granted. Em- 
phasize new styles and new features. Talk up 
shockproof, waterproof watches, with jeweled- 
lever accuracy, in a well-known brand. Well over 
half the public says that’s what they want in their 
next watch. Nearly half of all men and women 
are interested in the anti-magnetic feature; 10 per 
cent of the men and 9 per cent of the women want 
an alarm-watch; and 10 per cent of the men and 
six per cent of the women would like a calendar 
type. 

Automatics have just begun their growth. Near- 
ly half of all the men’s automatics in use today 
were obtained during the last two years. More 
than 30 per cent of the men questioned in the 
survey want their next watch to be self-winding. 
That means that right now 20 million men are 
prospective customers for an automatic watch. 

Remember the untapped markets. A third of 
the men are not yet using a wrist watch, and 
nearly one-fourth of the women are not. Push 
every opportunity to sell wrist watches to: 

¢ © The one man in seven who still has only a 
pocket watch. Most of them are small-towners 
and farmers, who should find the new service-type 
wrist watches rugged enough for their needs. 

e © Middle- and lower-income groups. Nearly 
one out of five people in the upper income group 
bought watches during the last two years. These 
men and women (21 per cent of the population) 
bought nearly half of all watches that sold for 
more than $75. A smaller proportion within the 
middle-income group bought watches, but there 
are sO many more in this category that they pur- 
chased nearly 60 per cent of all watches. 

e ¢ Teen-agers. On!, 60 per cent of them own 
watches, yet wrist watch usage is established dur- 
ing the teen-age period. It’s important to create 
desire for watches among teenagers and to clinch 
the sale to parents. The vast majority of watches 
worn by teenagers are acquired as gifts. 


(please turn to page 115) 
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by Virginia Dixon 


DISTINCTIVELY DIFFERENT 
CHRISTMAS WINDOWS 


Angels, trees to make: Tiny angel figures and a decora- 
tive miniature tree, all made from colorful papers, accent 
the groupings of gift suggestions in this display. Use 
fairly stiff paper for the foundation of these units. Cover 
it, if you wish, with thinner, more decorative papers 
mounted with rubber cement. Use cement on both sides 
of the papers to be joined; let dry and then press together 
for the most long-lasting results. To make trees: 1. Cut 
a cone following pattern A. 2. Cut seven more cones, each 
one inch less in diameter than the last. 3. Cement fiaps 
to form cone shape and cement cones together to form 
the eight-tiered tree. 4. Curl bottom points on a pencil 
or knitting needle. 5. Decorate tree with sequins and 


® AS USUAL THIS TIME OF YEAR, showrooms of 
display manufacturers are jammed with gay 
and sparkling Christmas materials that will turn 
retailers’ display windows into veritable fairy- 
lands during the holiday season. 

In the interests of economy, however, it is 
frequently necessary for the jeweler to improvise 
some of his decorations himself. And by doing 
so, he may be able to give his windows a special 
individuality. No one else in town will have the 
same thing. 

The accompanying sketches indicate some of 
the decorative possibilities that the average 
jeweler can work out for himself to supplement 
the professional materials he will order from 


his display supply house. 


other miniature decorations, topping with a tiny star. To 
make angel figures: 1. Cut bodies, using diagram PP. 2. 
Make heads from small Christmas tree balls, glue to top 
of the cones. 3. Cut wings and arms from patterns (' and 
D, on a fold of paper so that each pattern forms a pair. 
4. Cut two of the arm patterns and paste together with 
a fine piece of wire running through the middle and ex- 
tending out from the hands. (This wire will support a 
small folded copy card.) 5. Make hair from tiny curls of 
paper or embroidery wool. 6. Cut features from black 
paper and paste on. 7. Make copy panel background from 
a fold of heavy paper. Tie on it a spray of evergreen, 
gayly tied and trimmed with Christmas balls. 


For more easy-to-make Christmas windows, turn page 
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Paint a mailbox that’s spilling with gifts 
—or make a chimney window from cartons (continued) 


Mail box motif: A regulation RFD mail box, gayly 
painted, forms the focal! point for this display. The box 
is supported on a wooden standard, placed behind a fence 
of “candy sticks,” and is filled to bursting with small, col- 
orfully wrapped gift packages. Snowy tree branches also 
decorate the background. This would be a good display 
for a credit store window where al] the decorative mate- 
rial is on the background behind the step elevations. To 
make: 1. Paint mail box with bright metallic paint and 
decorate with cut-out stars or snowflakes. 2. Cover mail- 
ing tubes with white paper and wind with red ribbon to 
make candy sticks. °%. Purchase snowy branches from 
your florist or use natural branches dipped in white paint 
and sprinkled with glitter or artificial snow. You can 
make your own snow by whipping with an egg beater 
or electric mixer four cups of soap flakes in two cups of 
water. Spread mixture on branches. It will dry quickly 
and lasts indefinitely. For added sparkle, sprinkle a few 





dary soap flakes over the wet “snow.” 


Up on the housetop: Chimney tops make gay elevations 
for this display of silver, china and crystal gifts for the 
home. Copy is lettered, on the “roof” in the foreground: 
“All through the house, gifts from the jeweler bring last- 
ing pleasure and joy!” To make: 1. Use heavy cardboard 
for chimneys; fold and glue together. Or find cardboard 
cartons of right size. Cover with brick pattern paper 
(available from many display houses). 2. Cut snowy tops 
on | | Wi for chimneys from white paper or white cotton or snow 
| @.@ A ( A — cloth. Sprinkle with artificial snow. 3. Sketch TV an- 
ap BRA ® 7, tenna on background or cut from black paper and mount 
pea A, on background. 4. Make roofs from tent-folded heavy 
tes v ih... , cardboard painted a dark color. Partially cover with snow 
a cloth. 5. Cut-out letters may be used for the copy, or copy 
can be lettered on white paper, tucked in the “snow.” If 

the letters are blue, they will look like snow shadows. 





What to give? Wire and artificial Christmas foliage can 
be used in many ways fcr decorative effects both in the 
window and inside the store. In this display, question- 
mark shapes carry out the copy theme: “Wondering 
about your Christmas List? ... Here are the answers 
for all those very special gifts!” This again would be a 
yood arrangement for a credit type store window, where 
decoration is concentrated on the background. To make: 
1. Twist heavy wire to form question marks. Cover with 
green foliage—holly or pine—and wind with red ribbon. 
2. Letter a dummy Christmas list on a long narrow strip 
of heavy paper and extend it into the window from the 
background. 3. Scatter question marks over the back- 
ground. Arrange window with merchandise and gift 


packages. Bee 
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THE FLOWER OF PRECIOUS JEWELRY 
Finest quality... 
exquisitely designed ... 


superlatively wrought 


Oscar Heyman & Brothers, Inc 


642 Fitth Avenue, New York 19, N. Y. 


Necklaces—$1,000 and up; Bracelets—$550 and up; Rings—Wedding and Guard—$75 and up; Fancy Rings—$175 and up; Brooches—$275 and up: Earrings—$250 and up 





Treasured beyond all other gifts 


This is the hour worthy of diamonds. This is the time when all the 
seasons you have shared together are marked enduringly by the 


shining light of this—the greatest sift. “A diamond is forever.” 


[his year, let a diamond make memorable that special anniversary or 


important birthday, a debut, the birth of a child, or any significant event. 


VY carat, $170 to $550 

1 carat, $500 to $1430 

2 carats, $1000 to $4000 
3 carats, $2000 to $10,000 


Color, cutting and clarity, as well as 
carat weight, contribute to a diamond : 
value. A trusted jeweler is your best adviser 
Prices shown cover range of quotations in 

October, 1958, by representative jewelers 

for their top-quality unmounted diamonds 
Federal tax extra.) Prices vary with 

top qualities offered. Exceptionally 

fine stones are higher 


De Beers Consolidated Mines, Ltd 





for more diamond sales 


DIAMOND 
GIFT 
BOOKLET 


Use this new booklet—promote your 
diamond gifts for anniversaries, birthdays, 
other family occasions. Give it, mail it, 


to customers and prospects. 


This handsome, interesting new 24-page 
booklet, “You Can Give a Diamond.” promotes 
the idea of giving diamond gifts for 
important family occasions. It emphasizes 
the enduring emotional significance and the 
enduring value of diamond gifts, and it 


vives ideas and information on choosing them. 


[ se this persuasive sales piece to promote 
your diamonds for gift sales. Have stacks on 
your counters to give away. Enclose it 

with your bills. Plan special mailings to 
new prospects— business executives. 
professional people, both men and 


women—in your city. 


Cost for the booklet is $7 per hundred. 

for your imprint. add $3.50 for first hundred 
and $1.25 for each additional hundred. 

Order from Diamond Promotion Dept. 
The Reuben H. Donnelley Corp.. 

230 East Sandford Blvd., Mount Vernon. N. Y. 


Please enclose check or money order. 


fdvertising promoting the Engagement Diamond 
lradition ts working for you in Look. The Satur- 
Diamond Gift advertising (shown opposite) is promoting day Evening Post. Reader's Digest —tie in— keep 
gift sales for your diamonds in Time, Newsweek, diamond sales coming your way. 
The New Yorker, Town and Country, National Geographic 


De Beers Consolidated Mines, Ltd. 





by Frederick H. Pough, Ph. D. 
Gem consultant for JC-K 


Emerald filters are inexpensive and 
worthwhile tools and there are many 
types available. Here are, from left to 
right, the Eureka filter, the Gemological 
Institute of America filter and the Wal- 
ton filter. 


How to use the emerald filter 


Not as expensive—or as definitive 


as Other gem-identifying 


tools, the emerald filter is a ‘fun’ instrument that can be 


put to profitable promotional work—-if you know how to use it! 


® wHy, after 18 years of monthly articles, have 
we not discussed emerald filters? Mainly because 
they do not give the type of precise information 
that we can get with the refractometer, polari- 
scope or binocular microscope—instruments we 
consider essential, but which the average jeweler 
has not yet obtained. 

The emerald filter is a fun instrument, like the 
Cargille Refractoscope. And, in its inexpensive, 
unexacting way, it often indicates the nature of 
a number of stones which can then be confirmed 
by a specific test. Occasionally, as with sapphire- 
colored synthetic spinel, no other test will be 
needed. Unlike the Cargille instrument, the 
emerald filter’s cost is low and everyone with any 
interest in gems should have one. The compara- 
tively expensive Refractoscope is designed only 
tor those with a more serious interest in gemology. 

Various types of emerald filters are available 
and they all have one function: to make certain 
emeralds look red. Of course, a lot of other stones 
will look red, too, and some real emeralds won’t 
—but this doesn’t detract too much from the use- 
fulness of the filter. To the layman the effect is 


startling and the alert jeweler who knows how it 
works can use it promotionally with his customers. 


How the filters work 


An emerald filter is made of glass or of gelatine 
which has been dyed with pigments that absorb 
certain colors of the spectrum and pass other 
colors. The emerald filter permits only red, 
orange-yellow and yellow-green to pass through. 
Any light filter absorbs certain parts of the white- 
light spectrum and exaggerates the importance 
of the remaining transmitted colors. The yellow 
K1 and K2 filters used in photography absord a 
good part of blue light. This makes the sky come 
out lighter on the negative than it otherwise 
would, and the print from the negative gives the 
effect of a darker sky. 

The emerald filter operates on the same prin- 
cipal, except that it is darker and its absorption 
is more effective. No blue-green light passes 
through; but red light is transmitted easily. When 
we look at a stone that appears to be green, but 
is actually a composite of red, orange, green-blue 
and a little violet, through such a filter, we see the 


(please turn page) 
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1 ae STARFIRE BY KEEPSAKE | ; 
| | ! . ; gives customer lifetime trade-in privilege, per- 


manent registration, and protection against ; 
loss of diamond. : 


i 


STARFIRE BY KEEPSAKE | ae 
brings customers to dealers’ stores for free | as 
booklet “Heading For a Wedding” and “Wed. | 
, : ding and Honeymoon Photo Album” gift offer. 


STARFIRE BY KEEPSAKE 


offers complete dealer aid program . . . news- 
paper mats, neon signs, motion window dis- 


ce LS 
plays, in-store displays, theatre commercials | : 
and direct mail. 





STARFIRE BY KEEPSAKE 


: gives the progressive jeweler an unbeatable ie eae 
one-two combination for maximum turn-over 
with good mark up for greater profits. 





For complete details write: 


A. H. POND CO.. INC. ° SYRACUSE 2. N. Y. 








THE EMERALD FILTER (continued) 


dominant red hue. (The spectroscope does about 
the same thing, for it breaks up the light coming 
from the stone and spreads it into a spectrum with 
varying intensities. We see the whole spectrum 
this way; while through a filter we see only that 
part of the spectrum that gets through the filter.) 


Imitation emerald shows no red 

The reason that an emerald filter can separate 
green glass from some emerald materials is 
because of the differences in the spectral make-up 
of the two green substances. The emerald owes 
its color to chromium, which imparts a red as 
well as a green color to beryl. But green glass gets 
its color from another pigment (copper or nickel) 
and there is little or no red in it; so when we 
absorb the blue part we still see some yellow-green 
and that is all, for there is no red to show up in 
the filter. 

One cannot emphasize too strongly that the 
emerald filter is not a foolproof, final test. In the 
first place, Chatham emeralds, since they are a 
little purer in composition than natural emeralds, 
also show a red color. Secondly, many organic 
green dyes have a red spectral component that 
becomes visible under a filter. Thirdly, many 
stones that are accepted as emeralds do not show 
red under most circumstances. This is a discour- 
aging catalogue. But use, familiarity and experi- 
ence will increase the value of the filter as a 
testing instrument, though no decision should be 
based on the filter alone. 

We are most likely to perceive the red color we 
are looking for if the stone is illuminated by a 
light with a good percentage of red in its spec- 
trum. Therefore our light source should be an 
incandescent bulb, not a daylight fluorescent tube. 
Also the light should be bright and concentrated 
for the filters are dark and absorb a good part of 
all light. In addition, since the depth of red de- 
pends on the intensity of color in the stone, we 
should try to have the light travel through as 
much stone as possible. 


Hold filter to eye 

Most emerald filters are round, and give the 
user the impression that he is supposed to use one 
as he would a loupe. Only the new square Eureka 
filter avoids this. Actually, the filter should be 
used as you would a piece of smoked glass to see 
an eclipse: hold it close to the eye and hold the 
stone below a bright light at a convenient viewing 
distance. The stone may be held in a pair of 
forceps near an ordinary desk light and examined 
from a distance through the filter, which is right 
up to the viewer’s eye. Or it can be placed on a 
table and illuminated with a flashlight (the small 


pen lights are good) directed to bring out the 
greenest glints. (Avoid surface reflections which 
sometimes look a little red.) 

Now, what shall we see? When the stone is 
green glass (“Spanish Emerald’) or a triplet 
(“‘soudé emerald’) of rock crystal and green 
cement, we must see green. If it is an emerald, 
we may see tints of pink and red. Since some 
non-emeralds also show greenish tints, further 
testing is required. Here is where experience 
comes in, for some emeralds do not respond as 
might be expected. 


Some emeralds—red 

The important emeralds are Russian, Colom- 
bian (Chivor and Muzo), and Rhodesian. Of this 
group, only the Colombian emeralds give the red 
response. Traces of iron in the others are prob- 
ably responsible for the negative results. Colom- 
bian emeralds and the emeralds from Chatham’s 
laboratory are low in iron and show up well. 

Russian emeralds look grayish green as a rule, 
though an occassional deep one may show a hint 
of red to the experienced eye. The same may be 
said of the new Sandawana Rhodesian emeralds, 
just coming on the market. A few deep chips 
reveal a suggestion of red to an experienced 
viewer. Colombian and Chatham emeralds, on 
the other hand, show a color range of pink to red. 
The deeper the green of the emerald, the richer 
the red hue will be. While both show red, dis- 
tinction can be discerned by comparison between 
known stones. When viewed through the filter, 
Colombian emeralds vary from a pale purplish 
pink (in light- to medium-green stones) to a deep 
and slightly purplish red (in the darkest green 
stones). This is in contrast to the Chatham 
stones, which never show the pale pinkish tints 
that are common in good Colombian stones; be- 
cause the Chatham stones are always rich in color, 
they always look cherry red or ruby red. Com- 
parably deep natural stones usually look much 
lighter, more in the pink range. So a real ruby 
redness under the emerald filter is an indication 
we cannot ignore. With experience one soon loses 
his doubts about the filter’s efficacy and becomes 
pretty confident of his identifications with noth- 
ing else. However, this may be foolhardy! Get 
an ultra-violet light too. 


Other uses for filter 

What other stones can be tested with the 
emerald filter? A pale Indian beryl that has been 
coated with green varnish or plastic will show 
red. A short soaking in alcohol will remove the 
coating and change the base back to its original 
drab hue. 

In the synthetic stone line we find many blue, 
cobalt-colored synthetics. These are spinels (co- 


(please turn to page 93) 
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A truly outstanding collection of 
superb diamond platinum 
bracelets . . . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $750 
to $15,000 Keystone. fvailable on 


consignment to responsible jewelers. 
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551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457 
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gold-filled 
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_creations 


Cunning cover-up, cleverly contrived to put a lump in yoar Adam's 






































Ey 


Ball 


own apple. Be every inch his Eve .. . with Imperial gold-filled jewelry 
exquisitely enhanced with Imperial Cultured Pearls, grown in the 
living oyster. At better jewelry and department stores everywhere . . . 


priced to make the Garden of Eden the far side of Paradise. 


Today's New Fastest Selling Gold-Filled Line—As Advertised In November Glamour 
Get Set Now—See Your Imperial Representatives—or Write for Prices 


IMPERIAL PEARL SYNDICATE, INC. 


World's Largest Importers of the World's Finest Cultured Pearls 


New York Chicago Detroit Los Angeles Tokyo 
681 Fifth Ave. 5 No. Wabash Ave. 914. Michigan 607 S. Hill St 2, 3}—Chome. Yotsuya 
Theatre Bidg. Shinjuka, Ku 
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Strong Sales Program Makes 
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— Mrs. Mac Williams 
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TELEPHONE 949 


eange Porterille's Quality Jewelry 
Utiliams 
Ail, 314 N. MAIN STREET 
Sep” ts- PORTERVILLE. CALIFORNIA 


October 2s 1958 


ND COMPANY ; INC. 
washington St. 
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Keepsake" Number One” for Williams 


zr Soa id 7 , Saran } ; ere 


Modern front of Williams’ store provides handsome setting for array of Keepsake displays. 


Some Advantages of the Keepsake Program: 


1. 


NATIONAL ADVERTISING — full “YELLOW PAGES” ADVERTISING 
pages... many incolor... in lead- — on a cooperative basis to identify 
ing magazines read by your best authorized dealers in yellow pages 
market for diamond rings. of phone books. 


OUTSTANDING DEALER SALES — 
HELPS — plus a new and exclusive PERFECT QUALITY mes the big exclu- 
promotional aid .. . a terrific traffic- 
builder for all Keepsake jewelers. 


sive” sales point for every Keepsake 
Jeweler — guaranteed in writing. 


5. NEW EXCLUSIVE TEEN-AGE PRO- 
GRAM — bringing this valuable young 
market into the stores of Keepsake 
Jewelers everywhere. 


fe] a Ol | a 1 Cle 1 &) 
Ke psake 
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A. H. POND CO., INC. — SYRACUSE 2, N. Y. 





A JC-K aid to selling fine JEWELRY 


by 
JACK 
HARRITON 


A timepiece 
that’s a 
conversation plece 
will captivate 

the fancy of 

the lady who 
delights in 


“something different” 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 

and business—JC-K presents each month, these plates, 





which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these. the 
jeweler can quickly determine the kind of piece and 
the type of design which will appeal to the customer. 


CIRCULAR-KEYSTONE, NOVEMBER 1958 











WHEN YOU'RE 


mele 
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IN A SPOT... 


We have a large 
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Supphires ‘hiked mmo yee 
Emeralds selection. Let us 
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Cat's Eyes on your special 


raclice 


JEROME RICHHEIMER 








| We are always interested in purchasing estates—or Oums oF y 
Twa moos" 


jewels which your customers submit to you for sale. 


[ 


608 FIFTH AVE. ‘NEW YORK 20, N.Y. 
Phone Circle 5-5673 





Geo. Schuler & Co., Inc. 
Marcel Boucher et Cie. 


An wmounce 


GEO. SCHULER & CO 
attiliated with 
PREFORMED PARTS. INC 


INC 


GEO SCHULER & CO., INC., have acquired 
the PRECIOUS JEWELRY division of 
MARCEL BOUCHER et CIE and effective im- 
mediately, will engage in the manufacture and 
sale of the Boucher Precious Jewelry as well as 
their own merchandise. The same standard of 
quality and craftsmanship for which these two 
firms are broadly known will be maintained. 
Marcel Boucher et Cie will continue to manu- 


facture and sell its Costume Jewelry line of 
original creations by Marcel Boucher. 


Geo. Schuler & Co., Inc. 


Manufacturing Jewelers since 1903 


520 Bedford Road, Pleasantville, N. Y. 


Sales Office, 515 Madison Avenue, New York 22, N. Y. 


GEO. SCHULER & CO., INC.. HAVING BEEN ASSIGNED THE COPYRIGHT BOUCHER 
PRECIOUS JEWELRY DESIGNS, WILL PROTECT THEM AGAINST ALL INFRINGEMENT 





MOVIE KIT 
SIDELINE 


SrOWS UD 


Carson’s Decatur store always features camera 
equipment in part of a display window, now that 
the popularity of home-movie kits has been proved. 
“Our photographic lines have turned out to be 
among our best ‘diversification’ items—insurance 
against the seasonal aspects of the jewelry busi- 
ness,’ say Carson's owners. 


Parents of young children jump at the chance to 
buy home-movie kits on easy terms; and ‘“‘they 
always meet their payments,’’ in the experience of 
Carson Jewelers of Illinois. The three-store firm 
took a flyer on six camera kits, six weeks before 
Christmas ‘57; sold 19 the next day—187 by 
Christmas Eve. 


® MOVIE CAMERA KITS are money-making special- 
ties of the three Carson Jewelry stores in Decatur, 
Peoria, and Alton, Ill. They proved their worth 
last fall when a $500 investment in home-movie 
kits exploded into a $27,000 merchandizing event. 

Harry England and Norman Kernis, owners of 
Carson’s began to handle still cameras and ac- 
cessories Six years ago as part of a diversification 
project to offset seasonal aspects of the jewelry 
business. Then, last fall, they decided to experi- 
ment with a few movie kits. 

Early in November, with six kits in the Decatur 
store, they started a “conservative” promotional 
‘ampaign via radio and newspapers. Since this 
was a new venture, it seemed wise to go slow. 
They advertised “no money down, one year to 
pay.” 


Kits Go Like Hot-Cakes 


The very next day, 19 camera kits were sold. 
‘Good thing customers didn’t insist on immediate 
delivery,” says Kernis, “or we’d have been in real 
trouble with only six kits on hand.”’ 

Obviously, though, they had struck something 
hot. And they telephoned an order for immediate 
delivery on additional kits—36 for the Decatur 
store; 12 each for Alton and Peoria. 

During the following six weeks, ending on 


(please turn to page 96) 














Originally established 1866 


DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
Telephone: CIrcle 5-4313 


and 
Jacobson Bros. Diamond Corp 32/34 Holborn Viaduct, London 
; Cable Address: “Redlace’’ New York 











in the simplicity of its design, classic in its 
sweeping beauty... . this 14K gold signet 
ring is a new concept from the master designers 


of CHURCH & COMPANY. 
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CHURCH & COMPANY 
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Manufacturing Jewelers 








AMERICAN 


Trade mark registered : oe } 2 Garden Street, Newark 5, N. J. 
in U.S. & Canada 


GEM SOCIETY 
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by Gladys Babson Hannaford 


The Half-Price Sale 


© WHENEVER I SPEAK before a woman’s club, par- 
ticularly at a luncheon, I wish the local jewelers 
could be hiding behind the drapes. What a 
wonderful, informal, gossipy time the luncheon 
is! And it yields a gold mine of information that 
requires very little digging. 

At such an occasion recently, the women were 
talking about their favorite dress shop which was 
having a sale—the bargains to be had, and so on. 
One woman said, “They never say it is a half- 
price sale and yet a lot of things are cut in half. 
I know because I bought a dress I had looked at 
a couple of weeks ago.” 

As the conversation went on about sales in 
general, a store was mentioned that ran “half- 
price’ dress sales regularly, but never actually 
had a dress reduced that much. The “girls” 
were vehement in their resentment. 

This was an opportune time for me to put in 
a little question about half-price diamond sales. 

Madam President, my nearest luncheon com- 
panion, said immediately, “But our better stores 
in town never have half-price diamond sales,” 
as if that answered my question in full! 

rom the other women, flattered by being asked 
for an opinion, tumbled a wealth of information. 
Here is a digest: 

“Diamonds don’t go out of style like clothes, so 
a jeweler doesn’t have to get rid of them. Why 
should he sell at a loss?” 

“I don’t believe they really have half-price 





Better think twice before you 
“drastically cut’’ diamonds; 
It may do you harm! 











sales. They just mark them up and mark them 
down again. Who could tell the difference?” 

“They ean afford to sell at half-price. Everyone 
knows the jeweler makes a big profit. He can cut 
the price in half and still make money.” 

“The kind of a store that has sales like that is 
not a place where I would buy.” 

“Don’t you think they sell mostly to young kids 
getting engaged? The poor things probably end 
up buying something awful.” 

Right or wrong, all seemed to agree that any 
store having frequent half-price sales is suspect; 
particularly a jewelry store that advertises dia- 
monds in this manner. 

These women represent your potential cus- 
tomers, and these ideas deserve your considera- 
tion: 

1. Women downgrade a jeweler for “half-price” 
diamond sales. 

2. Many suspect such a sale is phony. 

3. A substantial number believe that such sales 
prove the jeweler normally makes an exorbitant 
profit. 

As the average consumer knows he cannot trust 
his own judgment on price or quality in diamonds, 
anything that undermines confidence is bad. Re- 
actions as adverse as those I have quoted, damage 
the reputation of a store with a sizable segment 
of the public. More than that, they weaken the 
position of the diamond for every store, not just 
for the one that holds the sale. @ ew 
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PAST 
MASTER 
RINGS 


Handsomely fashioned in 
14K yellow gold with white 
gold top emblems, these 
rings are a fitting and au- 
thentic reminder of past 
Masonic honors. Some are 
set with fine quality dia- 


monds, some are plain. 


Wrerreriing Derry « co. Sine Cnblimate fovely 


MEeneBseeEnR AMERICAN GEM seoctierTy 8 ROSE STREET, NEWARK 6&8, N. J. 
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Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes .. . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design... 


Band Kebinson, Jue 


Formerly Robinson & Sverdlik 
610 FIFTH AVENUE, Rockefeller Center 
New York 20, New York 


——— . 


Over 35 Years of Service to Leading Jewelers Bh 
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DIAMONDS INTERNATIONAL (from page 52) 


Selections Committee. Other members of the 
Committee were Mrs. Gary Cooper, the actor’s 
wife; Mrs. George C. MeGhee of Dallas; Mrs. 
Walter P. Paepcke of Chicago, wife of the presi- 
dent of the Container Corporation of America, 
and Eugenia Sheppard, fashion editor of The 
New York Herald-Tribune. Designs were shown 
to the committee on May 26. 

(,uests, this year, had a glittering, close-up pre- 


view of the designs. For the first time, large color 
transparencies of the prize-winning achievements 
were mounted on frames and brightly illuminated 
from behind. These handsome enlargements 
brought out every detail with microscopic clarity. 
The pieces themselves were shown during the 
luncheon, mounted on fixtures that glided, on 
moving bands of red velvet, down the center of 
each long table. aaa 





\t the Diamond Awards luncheon, from left: Joseph 


Granat of Granat Bros., San Francisco; Eugenia Shep- 


time winners since the first Awards program in 1954. 


pard of the New York Herald-Tribune and Mrs. Perle 
Mesta of Washington, D. C., members of the 1958 Selec- 
tion Committee; Virginia Pope of New York, member 


of a previous committee, and Seaman Schepps, New 


York. Mr. Granat and Mr. Schepps are the only five- 
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THE LARGEST SYNDICATE OF RETAIL JEWELERS IN THE WEST 


in view of current growth and immediate plans for 


= = 
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expansion, are seeking the services of a 


GENERAL MANAGER 


with the following qualifications: 


'——_— = 
i i 


@ PURCHASING EXPERIENCE IN HUGE VOLUME. 


@ MARKETING, PROMOTION & ADVERTISING 
KNOW-HOW. 


@ ABILITY TO COORDINATE IDEAS. 
@ NATIONAL RECOGNITION IN OUR INDUSTRY. 


We offer a substantial starting salary with unlimited possibilities for the future. Per- 
manent position at our executive offices. Reply by letter stating full details covering 


past 10 years experience. Replies will be kept in strict confidence. 


: LEADING JEWELERS ASSOCIATION, 400 SO. BEVERLY DRIVE, BEVERLY HILLS, CALIF. 


¢ 





, 


























*. 


™ LE ob iz 5 -: = % 


aes NE wR | 


Fair Trade Protection 
Stainless Steel $2.95 to $5.95 


Fiareinenremmmntr }. 


pope cy re. re = 


Comfortable 
Dependable 


‘i Easily Adjusted 


Det pn rt =» » 


Beautifully 
Displayed 


Available 


Brochure 


YOU WILL NEVER BE UNDERSOLD 


RGP and GF $5.95 to $10.95 


SATISFACTION UNCONDITIONALLY GUARANTEED 
PRINCE High Quality English-Made Watch Straps 
RENO-LEPAUTE WATCH TIMING MACHINES 


CADMAN MANUFACTURING CO. 


U. S. and Canadian Distributors for KIEFER Expandro Watch Bracelets 
Available Through Selected Wholesale Jewelers 


2038 N. TELEGRAPH ROAD 
CEARBORN 7, MICHIGAN 








Success 





Success, as we know, doesn't shine on every man. Like 


a suntan, success only comes to those who expose themselves. 


Through Jewelers’ Circular-Keystone Want-Ads, you can 
And 


present your message to the entire jewelry industry. 


make it easy for success to find you! 


Place your inexpensive classified advertisement today. 


There is a want-ad category for every need. 











MOVEMENTS & ala UPS 


for 8-Day & Grandmother Clocks 


We manufacture a large range of 
movements, and fit-ups for clocks, 
watches and barometers. 


These 
Chimes, 


Manufacturers’ and dealers’ 
inquiries invited. 


SMITHS CLOCKS 
AND WATCHES LIMITED 


‘Famous for all Time’ 
45 W. 45th St., New York 36, N.Y. 
JUdson 2-3959 


West Coast Distributor: R. W. Holwick, 372 So. Dos Camino; Ave., 


Marine, Strikes, 


etc. 


include 
Alarms, 
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WELERS' CIR LAR-KEYS 


Ventura, Calif. 
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A personalized lifetime remembrance 


STERLING CIGARETTE BOX 


Never-to-be-forgotten gift for the 
dent of your club, the retiring executive, the tourna- 


groom, the presi- 


ment winnel and for a thousand other apprecia- 


tions and occasions. 


IN 6 SIZES 
1%” high 
wide, 1'42° high 
wide, 2% high 
long, 3% wide, 2%" high 
long, 3%" wide, 12° high 
long, 3%" wide, 2%" high 


$29.50 
$42.90 
$38.50 
$52.50 
$59.00 
$75.00 


3%" 
3%" 
3%" 


‘1 —4" 
$2—6%" 
#3—4° 
#4—6%" 
#5—8'” 
#6—8'2" 


long, wide, 
long, 


long, 


All prices 
retail and 
include tax. 
Prices subject 
to change 
without notice 


Newspaper mat of this advertisement is av. ilable. Your 
newspaper will add store signature and facsimile engrav- 
ing charge to copy above. Use it to bring profitable gift 


business to your store. We can provide engraving service. 


Write for catalog Smath line. 


smith & smith 


of complete Smith & 


A Division ot 
Wallace Silversmiths 
Wallingford, Connecticut 











LOOSE 
DIAMONDS 


Direct importers 
and cutters of Diamonds 
in all qualities 
and sizes. 
Specialists nm melee 
© 


MAX BIRNBACH 


IMPORTERS AND CUTTERS OF DIAMONDS 
S80 Fifth Avenue New York 36, N. Y. 
PLaza 7-6850 


Israel offices: 6 Achuzatbait, TEL AVIV, ISRAEL 











A rare chance in the heart of 
BOSTON'’S $1,500,000,000 Retail District 


SPACE for RENT 


W ASHINGTON- 
JEWELERS 
BUILDINGS 


373-387 Washington St. 
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These world-famous build- 


ings are in the center of 


Boston's busiest retail area. 
The Washington and Jew- 
elers Buildings today serve 





—s - ws 
- 
_~ 


as New England headquar- 


ters for leading national 
jewelers and others. Rarely 
is space available in these 
buildings. The entire 8th 
floor is available now, also 


units of “age 
A, 


smaller size. For details fe 


various space 


write or telephone: 


MINOT, DeBLOIS & MADDISON 


Managing Agents 


264 Washington St., Boston 8, Mass. _LIberty 2-5910 


MOVIE KIT SIDELINE 


(concluded from page 90) 


Christmas Eve, the stores sold 187 kits at an 
average price of $149. Daily orders were tele- 
phoned to the manufacturer. 

At closing time on Christmas Eve, inventories 
listed one kit in each of the three stores—the 
store sample. 


April Promotion Pays Off 

After this experience, Carson’s featured kits 
along with other items in their April gift promo- 
tion for weddings, graduations, Mother’s Day and 
Father’s Day. They put the kits right up in front 
in window displays, newspaper and TV advertis- 
ing and in a 16-page color catalogue which went 
to 45,000 prospective customers. 

This promotion moved 100 kits—and a gratify- 
ing amount of photographic equipment besides. 

Who were these customers who jumped at the 
opportunity to buy home-camera kits on easy 
terms? arents,”’ say England and Kernis. 
“Most of them have grade school children or 
younger; and the majority operate on strict 
budgets. Our installment plan appeals to them.” 

Almost 100 per cent of the equipment the 
Carson stores sell is bought on credit; and they’ve 
never had to repossess a single camera. ““A movie 
camera becomes a valued possession,’ Kernis 
explains. “Once a family has one, they’re de- 
termined to keep it.” 

Each store now maintains a_ photographic 
equipment sales area. In the Decatur store, it is 
16 feet of back wall-case space, formerly used 
for once-a-year seasonal items. Also, a center- 
floor case holds a photographic display where it’s 
easily seen by customers and available to sales- 
men. 


Complete Kit Preferred 

‘“‘We’ve made our selling job one step easier by 
grouping movie equipment in complete outfits, 
rather than selling it piece by piece,” the partners 
report. “Customers seem to be more willing to 
begin a photographic hobby when they know what 
the total costs will be and how they can meet 
them.” The kits usually contain camera, pro- 
jector, screen, light bar and film. Kits will be 
made up, though, to customer’s specifications. 

Many photo equipment customers return weekly 
to the cashier’s window to make their payments; 
so this spot is an important one for promoting 
the sale of film, accessories, etc. 

Photo equipment now accounts for up to 8 per 
cent of the total sales volume at Carson’s. And 
camera sales, Harry England reports, are “‘par- 
tially responsible for an increase of up to 30 per 
cent in our sales thus far this year.” Zae 
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STANDARDTIME ANNIVERSARY 


(concluded from page 69) 


control of car wheels, patented 
his famous brake and derives a 
handsome income from royal- 
ties. 

“Beyond the copyright on my 
pamphlets, I could secure noth- 
ing. ... If I could get a royalty 
on each railroad’s time schedule, 
there would literally be ‘mil- 
lions in it.” 

And then the dedicated cru- 
sader spoke out. “To me,” Dr. 
Dowd concluded, “this has been 
a labor of love; and I rejoice 
that the great question has been 
solved in my day.” 


A Lecture and a Tablet 

Few modern Americans could 
identify the name, Charles Fer- 
dinand Dowd. The only memo- 
rials to him and his work are 
an annual science lecture at 
Skidmore College and a bronze 
tablet at the Saratoga Springs 


Presbyterian Church of which 
he was an Elder. The Saratoga 
Chapter of the Daughters of the 
American Revolution has tried 
since 1925 to win him a place in 
the New York University Hall 
of fame; but without success. 

Yet, every time we confidently 
tune ina TV program from Cali- 
fornia; every time we make a 
date in Denver or travel by plane 
or train; every time we check 
our watches with Western 
Union, we are in some measure 
indebted to a determined school- 
master who helped bring order 
to our nation’s clocks. 

The man whose work contrib- 
uted so much towards reducing 
the hazards and frustrations of 
railroad travel died near his 
Saratoga Springs home on Sat- 
urday evening, Nov. 12, 1904. 
The Wall Street Daily News 
called the manner of his death 
“another manifestation of the 
irony of fate.’”’ He was struck 
by a locomotive. 


JUST LIKE EXTRA STOCK 


FOR CHRISTMAS No Charge! 


Still in time for holiday selling! When you show your custom- 
ers the Juergens & Andersen Dealer Gift Book, it’s just like 
an extra million dollars of stock in your vault. 


Never again need you lose a sale because you don’t have the 
‘“‘exact right piece’’ to show, for here it is! Beautifully illus- 
trated, readily saleable. 

Write for your free copy of the Juergens & Andersen Dealer 
Gift Book today—and remember—since 1854, J&A has meant 


the finest! 


uergens Andersen 0 


55 EAST WASHINGTON STREET 








TRAINING EXTRA HELP 


At Christmas time you’ll be 
taking on extra sales people 
and you probably won’t be able 
to spare the time to train them 
adequately. A _ selling primer 
and helpful data about basic 
jewelry store items is provided 
in Fitting Into The Selling 
Picture. Write to JC-K, 56th 
and Chestnut Sts., Philadelphia 


and enclose 50¢ for each copy. 





Oc giettar baela- mr laleme-lekl Mi Sll tadiel hacia. 


Cdd-opeam nc 


GENUINE ORIENTAL PEARLS 


‘ehen eal: 





CHICAGO 2, ILLINOIS 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1958 








Add your name to the 
list of major jewelry 
manufacturers who 
specify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


NEW YORK CITY 


Alsan Mfg. Co. 
Beckerman & Lerner 
Belenky Bros., Ine. 
Bickson, Inc. 
L. Brandt Co 
Coronet Jewelers 
Davidson & Sons Jiry. Coe. 
inc. 
E. S. Feinstein & Co. 
Fiyer Brothers 
Harry & Ben Frackman. 


SA4 ) 
Davidson & Sons 
Jiry. Co., Ine. 
New York 


Gevertz & Co., Ine. 
H. Glaser Co. 
Goldstein-Gerson Co. 
Y Green & Co., Jirs., Ine. 
Benjamin & Edward 
Gross Co., Ine. 
Harry Guise, Ine. 
H. Hamburger Co., Ine. 
Irvring Co. 
S. Jollofsky & Sons, Ine. 
Kahn & Co. 
Morris Kaplan and Sons 
Charles Koppel Ring Co. 
vA K. S. K. Jiry. Co., Ine 
Mercury Ring Corp. 
Murray Perkel & Co., Ine 
Aaron Perkis 
Samuel Platzer Co., Ine. 
S. & M. Jewelry Co. 
David Sarkin, Inc. 
William Sehneider 
Srhirman & Donchi, Ine 
Seltzer Bros. 
Skalet Mfa. Co... Ine. 
Untermeyer. Rebbins & Co.., 
tne 


Wex & Skolinik. Ine 


( ) J. R. Woed & Sons, Ine. 
BUFFALO, N. Y 
The Be-k-! ewis Co 
M.A. Reich and Co 
CHICAGO. ILL. 


Ed. Cain & Co., Ine 
Hirech ard Oppenheimer 
Stein & Ellbogen Co 


arelarcunelel 


INDIANAPOLIS 
Goodman and Company 


MIAMI, FLORIDA 
Louis Lang & Co. 


MINNEAPOLIS. MINN. 
Ostbye and Anderson 
Ring Specialty Co. 
‘Linde’ Stars are the only 
ST. LOUIS, MO 
Kinsley & Sons, Ine 
man-made star sapphires and 
OHIO 
Fratianne Mfg. Co. 
1. B. Goodman Mfg. Co., 
Inc 
Swirsky Bros., Ine. 
The Victor Corp. 


star rubies produced under 


eler-1IG@ meelslece)i-m-lemalssle 
PENNSYLVANIA 
Ryard F. Brogan 
they match the perfection Helm and Hahn Co 
PROVIDENCE, R. I. 
oe) mar-heele- 1-3 e-1ae 4 ee Dolan & Bullock Co., Ine 
NEW JERSEY 
Acme Ring Mfg. Co., Inc 
Chureh & Company 
. & F. Felger, tne. 
Jabel Ring Mfg. Co., Inc. 
Jones & Woodland Co., Int 
Larter & Sons, Inc. 


bMolelaeraleleiial-+-mr-le-mlah alee B 


CHARLES F. WINSON 


S680 FIFTH AVENUE. NEW YORK 36 


WORLDWIDE DISTRIBUTORS 


COLUMBUS S-2656 


*"TAnde’ ie a registered trademark of Union Carbide Corp 
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THE EMERALD FILTER (from page 82) 


balt doesn’t color corundum) that range from rich 
imitation sapphires to pale aquamarine-colored 
stones. Cobalt gives a red hue in the emerald filter 
(look at an Alka-Seltzer bottle!) and the imita- 
tion spinel sapphires look as ruby-red as 
Chatham’s emeralds. The opaque sintered-spinel 
imitations of lapis also look red, and the aqua- 
marine-color spinels look about as pink as the 
average Muzo stone. Alexandrites, genuine or 
imitation, look red. 

The emerald filter is a useful tool, even though 
it doesn’t give positive answers in all cases. As a 
talking point or for a “‘gee whiz’? demonstration 
of a jeweler’s competence and equipment, it is one 
of the most intriguing items a jeweler can show 
his customer. To the inexeprienced, it is startling 
to see a deep green Chatham emerald become 
brilliant ruby red, as it does when viewed through 
the filter. Since natural Colombian emeralds also 
show red, this is interesting proof of the dif- 
ference between Chatham stones and the old 
immitation emeralds. 

Regardless of its scientific merit—and you can 
be sure it won’t take the place of the refrac- 
tometer—the emerald filter is the finest gadget 
you can get for the price. It’s a lot of fun, too! 

ae 


Scarab jewelry sales zoomed 


-— 


_* 
Te 
“i 

inn 

Help of the local art gallery made possible this 
handsome traffic-stopping window at E. J. Scheer, 
Inc., Rochester, N. Y. “During the week it was in, 
our sales of scarab jewelry increased many fold,” 
says T. J. Frutchey. “But the real pay-off will 
come during the holiday season.” 

Myles Yerden, window trimmer, borrowed the 
bust, beaded neckpiece and cat figures from the 
Rochester Memorial Art Gallery; the china and 
copperware from:Sheer’s gift section. Background 
is soft biege fabric. Ferns and tiger-spotted cloth 
tastefully complete the Egyptian decor. 
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SHE IS 
DB) ACI DIINE 
NOW 


FOR THE 
FUTURE! 


She's young .. . has faith 
in her future just as she 
has faith in her favorite 
magazine— SEVENTEEN! 
She’s just one of the 
8,500,000 young women 
under 20 in the U.S. today 
(40% of them are collect- 
ing now for their hope 
chests ...1,650,000 have 
already begun collecting 
their own dinnerware)! 
She has an eye for every 
last bit of merchandise 
you stock. Be certain she 
sees yours in SEVENTEEN! 


seventeen 


488 MADISON AVENUE. N.Y 


CLOSING DATES: FEBRUARY —4 COLOR, 11/20; FEBRUARY —2 COLOR, 12/5; FEBRUARY —B&W, 12/10. NO PLATES REQUIRED! 


JEWELERS’ C/RCULAR-KEYSTONE, 


NOVEMBER 1958 
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MIKIMOTO 


CULTURED PEARLS 


K. MIKIMOTO & CO. LTD. 
2 WEST 46th ST., N. Y. €. 36, N. Y. 
JUDSON 6 6992-3 














Fitting into the 


SELLING PICTURE 


PRICE FIFTY CENTS A COPY 





SALES HINTS FOR YOUR HOLIDAY HELP 
WRITE JC-K, PHILA. ADDRESS 








They're New... They're 


(also see pages 34-40) 





“A clock in any direction” is the way Im- 
perial describes the new Keystone electric. 
Models range from $15 to $20 retail and come 
in a variety of frames, dials and directions. 
From Imperial Clock Co., 616 13th St., High- 
land, Ill. 


New line of religious medals features hand- 
engraved glass set in a sterling silver frame 
and reverse plate. Available with a cross 
design, Madonna or St. Christopher. Retail 
prices start at $5.25. From Forstner, Inc., 
Irvington, N. J. 


Ultra-thin 17-jewel ladies’ watch has Eni- 
car AR792 movement which company says is 
one-third thinner than comparable movements. 
To retail for about $49.95. Enicar Watch Corp., 
681 Fifth Ave., New York. 
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Yours to Profit By 


Jenrus “Self-Regulator B” features patented 
mechanism which automatically regulates the 
movement to keep accurate time. Waterproof, 
it has luminous dial, sweep-second hand, 17 
jewels. With leather inlaid expansion band, 
$71.50 retail. 


One of a line of Sterling electric wall clocks 
with built-in three-way lighting designed for 
television areas, entrance halls, dark corners 
and drab hallways. From $24.95 to $39.95 
retail. From Formed Products Co., 85-09 57th 
Ave., Elmhurst, N. Y. 


“Vu-Al Watch-Links” are paired complete 
watch movements. Come round or rectangular, 
in rhodium or gold plate, boxed. Keystone, $36 
dozen (minimum order). From Vu-Al Prod- 
ucts, 424 S. Broadway, Los Angeles. 
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You can be the big winner in the athletic 
banquet season by selling charms to the many 
champion teams. Build for permanent 
leadership in this field with Fisher quality, 
in Sterling, Gold-Filled, Rolled Gold Plate, 
and 14k Gold. Always through wholesalers. 


Catalog on request 


J. M. FISHER COMPANY - Attleboro, Mass. 


See your wholesaler today and join the 
thousands of retailers already profiting 
from this terrific seller. 


Fiance Goidstein-Gerson co.,inc. 


130 WEST 46th ST. © NEW YORK 36. N Y 





OW PRICE! 


PRICE TAGS 
395 per 1000 


WITH SCRIBER 


A BETTER TAG! 


e Easy to attach! 
e Once on — stays on! 


i 
<> e Scribes quickly — legibly! 
Fa 


FREE SAMPLES ON REQUEST 
WRITE DEPT. K 


Ie wceek 


CORPORATION 
43 SOUTH FIRST STREET . FULTON, NEW YORK 





Write for booklet — tells the 
“inside story” of stopwatches. 
illustrates spore parts compartment. 
Shows what to look for in 


a timer. Cornplete, thorough, interesting. 


Must reading for users of stopwotches. 


Brand new Clebar catalog . 

illustrates and describes more 

than o score of stopwatches and 
chronographs for every timing purpose. 
Write for your copy today ! 


Stopwatch of Split-Second Accuracy 
— es a ee a Se a 7 


mush Full information, catalog, wholesale price list § 


and illustrated booklet. 
CLEBAR WATCH AGENCY-15 W. 44th St., N.Y. 36 i 


State— : 














They're New... They're 


“Blazing Glory” features “Dubl-Set” top 
with small melee between larger diamonds in- 
creasing overall fire and sparkle. From Gold- 
stein-Gerson Co., Inc., 130 W. 46th St., New 
York. 


Focal-point of this 14K swirled yellow gold 
pendant drop is provided by a Linde star. 
Pendant, designed by Larter & Sons of New- 
ark, N. J., retails for $87. Linde stars from 
Charles F. Winson, 580 Fifth Ave., New York. 


Hardwood liner fits in new Oneidacraft 
stainless trays, has well on one side for drain- 
ing meat juices; other side serves as cutting 
board. Trays available in 18-, 16- and 14-inch 
sizes at $14.95, $12.95 and $9.95, retail. Liners 
retail at $3, $2.50 and $2.25. 


is Biuanues 


UI 


Medana “Catalina” is Swiss-made link 
bracelet watch that comes with company 
guarantee and retails for $15.95. From Louis 
Aisenstein & Bros., Inc., 16 E. 40th St., New 
York. 
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Yours to Profit By 


PHOTO CHARMS 


14K GOLD FRAMES 


with indestructible metal 
reproductions 





“Sportswoman,” new ladies’ sport band by 
Flex-Let, comes with 7/16-inch ends in gold 
filled ($7.95 FTI, $5.70 Keystone) or stainless | - ieseate | 
steel ($5.95 retail, $4.70 Keystone). VINE AT: is \oe a 3 pt e @ o 

| PRT AT Ae hs he 


“ = 


— 


SS $27.00 


Unconditionally Guaranteed to last forever 
A permanent portrait framed in 14K gold 


Eternae Matic “Golden Heart” models have Send for FREE Photo-Charm Counter-Card and Brochure 
a 23K gold ballbearing-mounted rotor and 14K 


white gold case. Model D 2-1419 (left) has 
two diamonds and retails for $275 FTI. Model PHOTO SCULPTURE, INC. 
D 8-1419 (right) has eight diamonds and re- Division of 
tails for $315 FTI. 
HONORA JEWELRY CO. 
42 West 48th St. New York 36, N. Y. 
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Success 





Success, as we know, doesn't shine on every man. Like 
a suntan, success only comes to those who expose themselves. 


Lady Babcock jewel case, “Eleganza,” has Through Jewelers’ Circular-Keystone Want-Ads, you can 
recessed platform and deep-well patented present your message to the entire jewelry industry. And 
“Duro-bilt” steel frame. Other features: di- make it easy for success to find you! 
vided lids with swing-up trays; secret base 
compartment. $13.95 retail. From Babcock, 
Inc., 366 Fifth Ave., New York. 


Place your inexpensive classified advertisement today. 


There is a want-ad category for every need. 











TO MAKE 
SALES FOR YOU 


New pocket-size dec 
Orating booklet, full 
of 4-color room Sset- 
tings, is available to 
ne ee 
printed with your 
store name, at cost! 
Write for free copy, 
, : i further information 
All-purpose Magic Dise vibrator-massager ZT a and new1957 catalog 
covers 8%-inch area and is designed to re- ) : 
lieve muscular aches and fatigue, control un- 
wanted weight. Retail, $12.95. From Handy- a, 
Hannah Products division of Landers, Frary SS) «| “Spier a. oS, - Syracusi 
> Clark Whitm: age : Pik 5 ae oe ya %) <f gums ~Ornamental Co. Inc 
& Clark, Whitman, Mass. ga. «eee shames 
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This ts “Pay Dirt” For You! 


Look at the manufacturer who for the first time sent us a lot of 


CHANDY & HARMAN 


floor sweeps. It was processed in the usual manner. The value 
recovered by Handy & Harman was $143.00 more than he had 


received from similar sweeps sent to other refiners. Handy & HANDY & HARMAN 


Harman recovers all there is to recover and pays you in full value. £9 Seton Bt, Mow Voi 90; Mow York 
Turn refining problems into PROFITS. There are six Hanpy & 

HarMAN refining collection plants to serve you conveniently wher- 

ever you are. Send your refinings to HANpy & HARMAN and see 

how much they are really worth. 
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Table top 


ashions 


“Luneville” pattern in Spode earthenware has 
floral clusters outlined in black, 4 designs on 10° 
plate: 5-pe. setting $13.40 retail. Copeland & 
Thompson, Inc., New York. 


Mermaid dishes in English bone china are 44.” 
wide, may be used for decoration or for candy, 
nuts. etc.; $22 a pair retail. From Worcester Royal 


Porcelain Co.. Ine.. New Y ork. 


q New “Italian Fruit” design made by Richard- 
Ginori. is done in rich colors with blue and gold 
edge lines; 5-pe. setting $22.50 retail. From Fisher, 


Bruce & Co. of Philadelphia. 


Antique in flavor in this “Coin” design in glass- p> 
ware—highballs. lowballs, and juice or old-fash- 
ioneds, each to retail at $1.95. By Fostoria Glass 


Co. of Moundsville. W. Va. 


Casual arrangement of twigs and flowers in gray. > 
rose and turquoise—“Summer Song” pattern on 
bone china: 5-pe. setting $19.25 retail. From 


Doulton \ Co.. Ine. of New Y ork. 


Modern in styling. this salad service is in high- 
quality sterling silver and black Zytel: oift boxed. 
$46 retail; individual piece $23. Sold by the Celsa 


Corp. of America. New York. 
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the perfectly balanced weight of Wallace Stainless! 


Place any piece of Wallace Stainless on your finger or Wallace Stainless comes in 31 different patterns in 
hold it in position for use. It will feel just right, because 6 price lines . . . each better looking than the last, 
it's perfectly balanced. Since most customers buy flat- each a glowing testimony to the craftsmanship that’s 
ware by feel as well as by looks, your sales of stainless made Wallace the leader in fine tableware. Your cus- 
can literally hang in this balance... a very good tomers know Wallace quality. They’ve heard of it. 
reason for you to stock Wallace. And here’s another— They can see it. And feel it. That’s why they buy it. 





VVALLACE! | STAINLESS 


The greatest name in American tableware 








a Se 3 BRIGHT STAR tsp. .4 
BALLET tsp. 1.25 : ms sp. .49 


i aS 


BA L AN Cc E tsp. ] 25 ast " ie Se a ee ent mr aii 0A . — IR asa a APPA CO COP DOP ee ny ner. LI LT tsp. ; 


PINE CONE tsp. 1.00 ae | —_ ieee - NORTH STAR tsp. .29 
WALLACE STAINLESS — A DIVISION OF WALLACE SILVERSMITHS, AT WALLINGFORD, CONNECTICUT... SINCE 1835. 
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Table-top 
fashions 


@ “Saturn design by Kosta of Sweden comes In 
crystal or twilight; pieces here may retail from 
$12 for 10” vase to $2 for cocktail glass. Ebeling 
& Reuss Co., Philadelphia. 


“Blue Moon.” new white-on-Bermuda blue de- 
sign in Branchell melamine. may be retailed for 
$19.95 for 16-piece starter set. Marketed by Lenox 
Plastics. Inc.. St. Louis, Mo. 


€ New 5°4” stainless steel bar aid is ice cracker, 
bottle opener. muddler: gift boxed, retail $2. By 
Clement Co., subsidiary of Northampton Cutlery 
Co., Northampton, Mass. 


Jumbo cup and saucer in Royal Albert bone > 
china is decorated with coat-of-arms in gold and 
color. Gift boxed it may retail at $6.95. Sold by 
Jackson Internationale of New York. 





New sterling-on-crystal monogrammed plates are 








S 
G 
¢ 





available in eight sizes, round or rectangular; this 
16”x10” size, $17.50 retail. By Silver City Glass 


Co. of Meriden. Conn. 


< In Danish china by Bing & Grondahl. this 
“Elsinore” pattern in rich green and gold has 
green band on rim: 5-pe. setting, $25 retail. From 


I). Stanley Corcoran, Inc. of New York. 





VARIETY 


ode 


THEPFINE ENGLISH 
DINNERWARE 


| Hel ste) Mast Malt teleta-tel ie) MTs 
tive Spode patterns boasts its 
own distinctive hollow-ware 


A piece for every purpose 


Geisha 
(Bone China ) 
Pink or Blue 


ale distributors: COPELAND & THOMPSON. INC. 206 rFietnu ave.. n.Y. 10. ny 





FRANCONIA CHINA One of Europe’s Finest 


PRESENTS: “La Reine” 


True porcelain in translucent white, modeled in a classic rim shape. 
The border is a fine Gold encrustation etched with a subtle 
geometric design, hand burnished to a flawless finish and contrasted 
with a band of Bleu de Roi, the famous "King's Blue” of antique 
Sevres porcelain. 5-pc. Place Setting with 10!/,"" dinner plate: 
$27.50 Retail (slightly higher South & West). 


HERMAN C. KUPPER, INC. © 39-41 West 23rd St. N.Y. 10.N. Y. 
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Dinnerware, 
Glassware 


& Gifts 


by MADELINE LOVE 


ARTY BUFFET TABLES done with imagination 

and elegance, were displayed for a month on 

two floors of Tiffany’s. The store featured 
buffet tables because, they said, “the buffet has 
become the most popular form of home entertain- 
ing; and an imaginatively set table is as reward- 
ing to the hostess as an excellent menu.” 

Most of the ideas expressed in the settings can 
be adapted by other jewelry stores, even though 
the same merchandise may not be available. For 
instance, the ‘“‘Autumn Harvest” table was done 
not in the usual brilliant colors of Fall, but in its 
hazy tones. A blue-gray porcelain bow], filled with 
leaves, thistles and grapes, centered a blue-gray 
cloth. Anglo-French dessert plates with a blue- 
gray swag pattern and grape-etched crystal were 
used. For a bright note, a red-tied cluster of 
grapes was on each napkin. 

Then, there was the children’s birthday party 
table, covered with yellow felt and set with blue 
and white Spode china. A candy cane jungle gym 
filled with party favors occupied the center of 
the table. On each side was a pair of crystal lov- 
ing cups filled with giant lollipops. Spode’s 
earthenware “Hunt Scene’”’ was used on the Hunt 
Club luncheon table, along with forest green linen 
place mats. Edward Marshall Boehm’s porcelain 
figure, “The Hunter,” and a line of sterling silver 
trophies formed the centerpiece. 

Toast-colored felt appliqued with leaves covered 
the “‘Football” buffet table, which was set with the 
smoky gray Scandinavian “Falling Leaves” pat- 
tern in china and a sterling punch bowl and cups. 
Home-made brown felt footballs were pinned to 
the napkins as boutonnieres for the guests to wear 
later to the game. Ice cream balls on a sterling 
silver tray completed the setting. 

In contrast was a very feminine table, done in 
pink, rose, and white against polished mahogany. 
tose-decorated plates were used. Down the center 
of the table ran an interweaving of pink and rose 
satin ribbons. A pierced silver basket of pink and 
white roses was centerpiece. 

For the golden anniversary setting, Tiffany’s 
used its vermeil silver-gilt flatware and acces- 
sories on a beige felt cloth. Also on the table were 
dessert plates in a pattern of mustard-yellow and 
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The Setting 
Makes 
the 


Difference 
in Sterling... in Magazines 


WALLACE 
STERLING tells why they chose House Beautiful 


to carry their sales message. 


‘House Beautiful, and its audience of better educated, higher- 
income-families, has exactly the market for our consumer 
campaign! Over the past ten years Wallace Silversmiths has 
placed more advertising in House Beautiful than in any other 
home magazine—and we are continuing to concentrate our 
major schedule in House Beautiful in the current season.” 


HOUSE BEAUTIFUL’s 700,000 better-income families 
(median: $10,000—average: $14,750) are perhaps, the best 
sales prospects for sterling silver in the United States. In 
themselves, these families are an incredibly rich and respon- 
sive market. But they also represent leader influence—the kind 
of influence that sets taste trends and buying attitudes for the 
rest of the country! 


Sells Both Sides of the Counter 


FARST KEY MAGAZINE 


house Beautiful 
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Roval Doulton 


ual -t- fal Me -t-(e(-Ta dal |e) 


Shou n. Coronet. 5 pe. setti nig, $! 7.95 retail 
Roval Doulton leads the fleld . . . in design, in 
idvertising. in sales, The first English china 
company to design for the American market, 


} | is 
fo) tj } i iif 


. is tops in bone 


in has the biggest advertising budget 
Ail of which 
eater profit potential for you. Watch 
for Roval Doulton advertising in BETTER HOMES 


{ hina sales. 


meats a Ul 


GARDENS, HOUSE & GARDEN. HOUSE BEAUTIFUL, 
BKIDE S MAGAZINE, BRIDE & HOME, THE NEW 
YORKER. HOLIDAY and SEVENTEEN. 


DOULTON &CQO | T 6TH TREET, NEW YORK 10. WN Y 


THE MOST COMPLETE 
BOOK ON JEWELS AND 


GEMS EVER WRITTEN 
“The World of 


Jewel Stones" 
H 
Michael Welastein 
Valuable Jeweler’s Guide! 
Indispensable 
Reference Book 


You asked for it! The most 

comprehensive store of 

knowledge ever compiled 

abour the vast and varied 

jewelry field. It's a verita- 

ble encyclopedia of gem 

lore amassed from a life- 

time of study and practice 

by the author, one of the 

giants in the field. Every 

vital phase is treated in 

detail with keen insight 

and intelligence. Includ- 

ed are separate chapters 

on each jewel stone. Syn- 

thetics and genuine gems 

are authoritatively discus- 

sed and compared. Pros- 

pecting, valuing, polish- 

ing and cutting are 

trully treated. For practical pur- 

poses it's the perfect supplement to your 

professional knowledge .. . your prime 

gad Paget ay ny 2 See ee You ay oe 

to be without if. Reserve your Tirst eaition 
gticallY copy now. $!0 at all sh wr tong 


Tiustrated a Contents: The Antiquity of Jewel Stones . . . 
In Color an Uncommon Jewel Stones . . . Formation ol 
and EVA Gem Stones... Organic Products Used In 
Black jewelry ... Gem Weights and walues.. . 
Real. Synthetic and Imitation Stones. etc. 


SHERIDAN HOUSE, Publishers 257 Fourth Ave., N. Y. 10, N. Y.. 
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TABLEWARE (continued from page 108) 


gold, gold-etched stemware, and a gold centerpiece 
bowl filled with favors. An 18th Century flavor 
was given to the Early American buffet, done in 
blue and silver. Spode’s Lowestoft ware was used 
—the same pattern used by Thomas Jefferson at 
Monticello. Antique accessories included Spode’s 
covered tureen and a pair of old silver tankards 
filled with flowers. 

“Blue Sprays,” Royal Worcester’s revived 18th 
Century pattern, appeared on the birthday table. 
Accessories were silver and a cake was decorated 
to match the china. Embroidered linen over 
apricot felt covered the table. The “Table of the 
Pink Roses’’ was set with Queen Elizabeth’s own 
personal china, Royal Crown Derby’s “Pinxton 
Roses,” on white place mats embroidered to match. 
And the “Oriental Buffet” table was done in pastel 
green, pink and yellow. Accessories were Anglo- 
French china decorated with Chinese figures; 
yellow goblets, and vellow linen embroidered in 
white. The background centerpiece consisted of 
eight tall crystal candlesticks and an over-size 
sterling vegetable dish holding an are of flags. 
Easy to make, these flags consist of pink, yellow 
and green chiffon on gaily-striped poles and are 
embedded in pebbles which fill the bowl. 


M, 


eS 
\/ 100 Yeats OF GROWTH nc’ PROGRESS 


“ 


ARKING 100 YEARS of uninterrupted ceramic 
M production on the same site, the Syracuse 
China Corp. used this historical display at the 
recent New York State Fair. In it are an engrav- 
ing of the old Farrar Pottery plant, built in 1858 
on the present site of Syracuse’s Fayette St. plant; 
also aerial views of the Syracuse Fayette and 
Court St. plants. A focal point is the large metal 
pitcher used since 1858 as a flagpole ornament 
atop the factory where, successively, pottery and 
stoneware were made; then earthenware, and, 
since the 1880’s, vitrified china. 
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“One newspaper ad 


Sells 1/5 sets of 
Stainless Steel flatware 


says Mr. W. B. White, 


White Bros. 


J 


Company. New Orleans 


United States Stee! Corporation—Pittsburgh 
American Steel & Wire—Cleveland 

National Tube—Pittsburgh 

Columbia-Geneva Stee!—San Francisco 

Tennessee Coal & iron—Fairfield, Alabama 

United States Steel Supply—Stee! Service Centers 
United States Steel Export Company 


7 


“Stainless Steel accounts for 25% of our total flat- 
ware sales,” says Mr. White, “and the volume is 
getting bigger all the time. It’s natural that Stainless 
is so popular—it’s attractive, well styled, reasonably 
priced, and it keeps its elegance without special care. 
But we don’t rely only on the natural attraction of 
Stainless to bring in customers. Every year we run 
four newspaper ads on Stainless flatware and each 
ad moves about 175 sets. 

‘‘We display Stainless in our windows, we keep a 
complete line in wall cases inside the store, and we 
have a special table in the back of the store that 
features several patterns. This table brings traffic 
past all of our other merchandise and we credit it 
with sales in those lines, too.”’ 

Promote Stainless Steel in your store, then watch 


your sales perk up. 


United States Steel 





Don't let 


handwritten Be ay 
prices do this _ 


f 


Sie ¥ 


to ove yf 2 “44 
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When prices are marked by hand, or not at all, sales are 
often made at the wrong price. Selling under your estab- 
lished prices loses profits! Selling over those prices can lose 
customers! 

Avoid losses with neat, legible Monarch Price-Marking. 
Easy-to-read prices speed sales, build customer confidence, 
increase impulse buying. There’s a Monarch Price-Marking 
machine designed to protect your profits. Write today. 


MONARCH 
JUNIOR 


price-marking 


) BS 216 





Monarch Junior 
price-marking machine 


~a==ee= Fill out and mail coupon for information. «-j<«<«««- 


> THE MONARCH MARKING SYSTEM CO. 


216 South Torrence St. © Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price-marking 
machine; also sampie Monarch Tickets, Tags and Labels. 


NAM} 
STORE NAME 
ADDRESS 


POST OFFICE_ 
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TABLEWARE (continued from page 110) 


peeing LEAFLET RACK made of transparent 
plastic is available to the dealers of Copeland 
& Thompson, Inc., importers of Spode china and 
earthenware. The rack is 1914 in. high and 51/ in. 
wide. Each pocket holds 25 leaflets which come 
in eight colors of Spode patterns and are im- 
printed with the store name. Cost to the dealer 
is $5. The rack arrives at the store filled with the 
leaflets, at no extra charge. 


HE FOSTORIA GLASS CO. has brought out a book- 

let to aid salespeople in selling the company’s 
break-resistant melamine dinnerware. Each page 
poses a question which the customer may ask 
about the dinnerware; then gives clear, decisive 
answers. The final page invites the salesperson 
to write to the company for any further informa- 
tion concerning this ware which is a newcomer 
to many jewelry stores. 


HE HISTORY AND FUTURE of American glass 
ae discussed at the September luncheon- 
meeting of the National Home Fashions League 
in New York. Glassmaking, America’s oldest in- 
dustry, had its origin in a tiny factory built 
Jamestown, Va., 350 years ago. A reproduction 
of this factory has been on exhibition on the origi- 
nal site for the past year or so and has attracted 
national attention. 

Smith L. Rairdon, vice-president of the Owens- 
Illinois Glass Co., Inc., discussed the growth of 
machine-made table glassware during the past 50 
years; and Erwin Kalla, designer for the Erickson 
Glass Works, spoke on hand-made glassware. 


HEODORE F. WILSON, formerly sales manager 
for the Midhurst China Co., New York, has 
been appointed sales manager and marketing 
director of the dinnerware department of the 
Prolon Plastics Division of the Pro-phy-lac-tic 


Theodore F. 
Wilson 


Brush Co., Florence, Mass. This appointment is 
in line with Prolon’s expansion and promotional 
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NOW...LOWER REGULAR PRICES ON 
FOSTORIA QUALITY 





ELAMINE 


5- i 7.95 5- i 7.95 5- lac i 7.95 
KISMET T25PSisrter set” $19.95 RING 0° ROSES P25P Sher set” st9.95 PLAIN 'N FANCY 72 ceiSreer sete $19.95 


. i Jd 5-pc setti 8.75 
BLUE MEADOW 7252 iSreer set” $21.93 GOLDEN TWILIGHT 725 StSrter set $21.95 


; 7.95 
COUNTRY GARDEN 7252 Stsreer set $19.95 


Lower prices offer 
new profit opportunities 
to selected stores 


all prices listed are suggested retail prices 


New popular prices bring real volume potential to 
Fostoria melamine, the one break-resistant dinnerware 
designed to sell in fine departments and shops along 
with sterling and crystal .. . the one melamine with 
distribution limited to these finer stores. 


Your customers choose from six high-fashion patterns 
plus four decorator solid tones. . . all with the built-in 


SOLD ONLY IN FINE DINNERWARE DEPARTMENTS... 


CASUAL FLAIR 25 eetSher set” sie-as 
prestige and customer preference of the Fostoria name 
. all promoted by Fostoria with full-color national 
ads . . . plus sales-aid leaflets, display helps, ad mats 
for every pattern. 


Call your Fostoria representative for the profitable de- 
tails. Or write directly to Fostoria Glass Company, 
Moundsville, West Virginia. 


frostoria 








TABLEWARE (continued from page 112) 


plan for its Prolon, Florence and Beverly dinner- 


ware lines. 


“ CHMETZER, INC., importers of gifts and acces- 
S sories, moves Nov. 1 from the eighth floor of 
225 Fifth Ave., New York, to new and enlarged 
showrooms in Suite 506-508 of the same building. 
This move is one in a series of expansion plans 
which include opening of showrooms in Chicago, 
Los Angeles, Dallas and Miami. Hans Schmetzer, 
who makes his headquarters in Europe, is presi- 
dent of the firm; Stewart Damon is vice-president. 


WO NEW REPRESENTATIVES have been named 

by the Silver City Glass Co., Meriden, Conn., 
for its lines of sterling on crystal and gold on 
crystal. They are George MacMonagle who will 
cover Kansas, Nebraska, Iowa, Minnesota, North 
und South Dakota, and Missouri, excepting St. 
Louis; and Raymond Scheidler who will cover 
(:eorgia, Alabama, North and South Carolina, 
southwestern Virginia and eastern Tennessee. 
™ EORGE B. ZAHNISER has been re-elected presi- 
dent of Shenango China Inc. of New Castle, 


ALL-METAL 
CONTAINER 


% drip-proof 
¥% non- 


breakable 


% light weight 


suggested 
retai/... ] 5 
12 oz. 
can 


Pa., manufacturers of Castleton china and 
Shenango hotelware. C. J. Newman has been 
chosen vice-president and treasurer; Howard B. 
Cummings, vice-president in charge of manufac- 
turing; James S. Higgins, secretary, and Kathryn 
M. Boston, assistant secretary. In the interest of 
concentrating the management of Shenango in the 
New Castle area, Lynne A. Warren of New York 
has resigned as chairman of the board. 


A R. SAID, vice-president and general manager 
e of the Franciscan Division of Gladding, 
Mcbean & Co., Los Angeles, has announced the 
appointment of George V. Najar as manager of 
the company’s new dinnerware operations in 
Japan. His headquarters will be in Nagoya. The 
lines of fine china and whitestone ware, which will 
be produced in Japan according to Franciscan de- 
signs and specifications, are expected to be ready 
for this market in 1960. Mr. Najar was formerly 
manager of dinnerware production for Francis- 
can. His place will be taken by John J. Starr, who 
continues as manager of product planning. 


T HE NEW DESIGN CENTER for Interiors at 415 E. 
53rd St., New York, was opened at a press pre- 
view Sept. 16. Leaders in interior design, archi- 
tecture, and education attended the buffet lunch- 
eon and inspected the many displays. The Center 





World’s Finest 
Liquid Silver Polish 


by 
World's 
Leading Silversmiths 


Simplifies the care of fine silver . . . 
e IN THE HOME e AT YOUR COUNTER 


THE SPEEDIEST...EASIEST...SAFEST 
POLISH AVAILABLE. 
KIND TO SILVER, GENTLE TO HANDS. 








PROVIDENCE 7, R. }. 
AMERICA’S LEADING SILVERSMITHS SINCE 1831 
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is the first permanent U. S. exhibit of the newest 
designs in all interior decoration fields. Admission 
is free. Nothing is for sale. 


O SEPARATE the operation of their gift shows 

from other types of shows which they conduct, 
William E. Little and Donald C. Little of George 
F. Little Management, New York, have changed 
from a partnership to two corporations. The new 
companies will be known as George Little Man- 
agement, Inc., and Little Brothers Shows, Inc. The 
former will conduct the Atlantic City China and 
Glass Show, the National China, Glass and 
Tableware Show, the New York Lamp and Home 
Furnishing Accessories Show, and the New York 
Stationery Show. Little Brothers will conduct the 
gift shows held semi-annually in New York, bos- 
ton, Philadelphia (all sponsored by the National 
Gift and Art Association), and Washington, D. C. 
William E. Little is president and treasurer of 
George Little Management, with Robert I. Car- 
man as vice-president and secretary. Donald C. 
Little is president of the Little Brothers organiza- 
tion, with William Little as secretary-treasurer. 


HOW TO SELL WATCHES (from page 72) 


Stress your one-year guarantee policy, if you 
have one. One out of every four watches acquired 
during the last two years has already required 
servicing. One out of twelve had to be fixed 
within six months after purchase. 

Feature watch inspection. Though an annual 
watch cleaning is suggested by most jewelers, only 
half of the new watch owners felt that their 
watches should be serviced once a year, and less 
than half of those who have owned their watches 
between one and two years have actually had them 
cleaned yet. This suggests that some sort of fol- 
low-up reminder to purchasers would produce ad- 
ditional business for watch repair departments. 

Run more trade-in promotions, even for gift 
purchases. Only 10 per cent of the people told the 
interviewers that they received a trade-in allow- 
ance on an old watch when they bought a new one. 
This is not a very high usage rate of one of the 
jeweler’s best weapons against price-cutters. At 
one point in the interview, those who owned 
watches that were more than five vears old were 
asked if they would be interested in buying a new 
watch if they could get from $10 to $20 for their 
old one. More than one in four answered “Yes.”’ 
There are still prospects for trade-in drives. 

If you offer credit terms, use in-store displays 
which make it clear to purchasers that this service 
is available. One fourth of the watch purchasers 
interviewed said they used term payments when 
buying their watches. But an additional 32 per 
cent did not know whether credit terms were 
available or not. ae 8 
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THE COMPLETE LINE! 


The Lindley Line's bright white and 


Silver Supreme gift boxes, made 
of white leatherette embossed stock, 
are the ultimate in packaging with 


texture and richness unequalled in any SERVICE ON ALL 


other box .. . so easy to use... PLAIN BOXES! 
So easy to store! 


“Over Half a 
Century of Unsurpassed 
Quality and Service” 


BOX & PAPER DIVISION 
1748 W. 2nd Street, Marion, Indiana 


FEDERAL PAPER BOARD CO. INC. 


Master crafted . . . Swiss precision engineered 
watches, superbly styled . . . the ultimate in 
accuracy and dependability. 


The 
dealer 
who 
knows 
Quality 
says it’s 


CERIGM 


SWISS PRECISION WATCHES 


J. HUNSPERGER & COMPANY 


LA CHAUX-DE-FONDS ® SWITZERLAND 
(Available through your watch distributor) 
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1200 STERLING SILVER DEALERS ARE TAKING PART in the giant Christmas publicity 
campaign of the Sterling Silversmiths of America. Campaign promotes the use 
of sterling every day. Slogan: "Sterling is for Christmas and for her." 


KAY JEWELRY CHAIN BUYS 14 MORE STORES, NOW HAS A TOTAL OF 105. The 14 stores are 
located in Oklahoma and Texas. Kay has also bought a wholesale jewelry firm 
in Southwest. The 105 stores operate in 75 cities in 20 states, mostly under 
the Kay name; also as Kay-Finlay Straus, Kay-Franc, Ross, Leeds, Wittman, 
Kay-Whelan, others. Firm has 1200 employees, did $25 million volume last 
year. 

THE MOVE PUTS KAY IN ZALE JEWELRY CO. TERRITORY. The two firms in recent 
years have been running a neck-and-neck race for the largest-jewelry-chain 
honors (at last count, Zale had 104 stores, did $37 million annual volume). 
Kay chiefs, who headquarter in Washington, D. C., are: C. D. Kaufmann, pres- 
ident; S. Hirschman, secretary, and J. S. Kaufmann, treasurer. 





THE PROPOSED BIG JUMP IN PARCEL POST RATES will cost users $88 million more a year. 
Hike would range from 20 per cent and higher in the first two mailing zones, 
to 15 per cent or more in zones 3 to 8. Affected would be all catalogs and 
parcels weighing one pound or more. Rates would also rise sharply for 
packages between one and two pounds. 

MERCHANTS HOPE TO DELAY EFFECTIVE DATE UNTIL AFTER CHRISTMAS. Retail groups 
have met with the Post Office to protest, expect to protest again when the 
Interstate Commerce Commission holds hearings this month. 





FIVE CASH JEWELERS AND THREE INSTALLMENT JEWELERS FAILED IN SEPTEMBER. This 
parallels September '57 failures for the two categories. Other firms in 
financial distress: one wholesaler, three manufacturers. 


GOLD MEDAL WINNER FOR HIS DIAMOND EXHIBIT AT THE BRUSSELS FAIR is Antwerp diamond 
exporter Joachim Goldenstein. His diamond displays there have been lauded. 


DE BEERS HAS PURCHASED THE FAMOUS WILLIAMSON DIAMOND MINE FOR $11,592,000. The mine, 
discovered by the late Dr. John Williamson in 1940 in storybook fashion (he 
kicked up a huge diamond while sitting under a tree), will be run jointly by 
De Beers Consolidated Mines, Ltd., and by the Tanganyika government. Mine 
employs 2624 people, produces 4 per cent of world output. 


RETAIL SALES THRU AUGUST WERE LESS THAN ONE PER CENT BELOW '57 PEAK. Biggest 
gains were in the food, drug and gas station buSinesses. 


FOUR NATIONS--SWITZERLAND, BRITAIN, FRANCE AND GERMANY--are working toward a 
"European Watchmaking Agreement." The "Agreement," if it comes, will Sup- 
port the watchmaking interests of the four nations, against growing competi- 
tion from Russia, Red China and elsewhere. It will be part of the economic 
integration of Europe under the Common Market treaty and the free trade 
area plan. 

SWISS CONTROLLED 60 PER CENT OF WORLD WATCH MARKET, five years ago. Today, 
though the market has grown, the Swiss share is only 50 per cent. They are 
unworried about the future of their expensive watches. It's with "inex- 
pensive watches of average quality" that foreign competition hurts. 


GERARD BAUER PRESIDED OVER 4-NATION WATCH CONFERENCE at Geneva last July. 

He is the dynamic new head of the Swiss Federation of Watch Manufacturers. 
Another meeting was scheduled at London this fall. Meanwhile, the Federation 
has decided to help India build watchmaking centers, under a mutually 
Satisfactory plan. The Swiss will send technical assistance. 
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JANUARY 18-23 


NEW YORK LAMP ih 
HOME FURNISHING 
ACCESSORIES SHOW 


Hotel New Uprkor ond 
Trade Show Building 
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The National Tableware Market 
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CONVENTION HALL 


CHICAGO GIFT SHOW 


LA SALLE HOTEL 
& PALMER HOUSE 
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buying tri 
shows in mind 


- TI’S MUCH BIGGER! 


Keys to Profit BOSTON GIFT SHOW 
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What your ads say—and how they say it— 
will get close scrutiny, under new FTC rules 


The Federal Trade Commission 
has issued nine tough new rules 
on what will constitute “price 
trickery” from now on. 

The rules, effective immediate- 
ly, are part of an all-out FTC war 
on any and all advertising devices 
which mislead or deceive custom- 
ers. The Commission will have 
broad enforcement, since most ad- 
vertising is involved in interstate 
commerce. Weapons FTC can use 
against offenders include cease- 
and-desist orders, injunctions, and 
adverse press publicity. 


Ignorance is no defense 


In enforcing the rules, FTC 
says it will consider ads as a 
whole as they would be read by a 
potential customer. An ad may be 
misleading in its entirety, even 
though each sentence, by itself, 
may be technically true. Also, 
says FTC, “whether or not the ad- 
vertiser knows the ads are false 
when he runs them, the deception 
of purchasers and the diversion of 
trade is the same. A deliberate 
effort to deceive is not necessary 
to support a charge of unfair 
methods of competition.” 

Here are what the rules say 
about advertising practices: 
© © Sellers cannot offer an item 
at a “reduced” price unless they 
name a specific article. Also, sav- 
ings claims must be based on a 
reduction from the “usual and 
customary” retail price in the 
trading area where the statement 
is made, or from the advertiser's 
regular price. 
® @ Merchandise cannot be ad- 
vertised as reduced in price if the 
former higher price is based on 
an artificial mark-up. If the 
former price quoted is not the 
price, this 


immediate previous 


fact must be clearly stated. 
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e @ “Two-for-one’ sales” claims 
cannot be made if the sales price 
for the two articles is not the 
usual retail price for a single ar- 
ticle. 

© @ So-called “4-price,” “50 per 
cent off” or “l¢ sales’ must be 
factually true. If they are valid 
only if something else is bought, 
this must be “conspicuously dis- 
closed.” 

© @ Products cannot be 
tised as being sold at “factory” or 
“wholesale” prices unless they are 
actually offered at the same price 
that retailers regularly pay. 

e ¢ Articles cannot be “pre-tick- 
eted”” with any price figure that 
exceeds the price at which the ar- 
ticle is usually sold in the trading 
area. Persons furnishing falsely- 
high price tags are equally guilty 
with retailers who use them. 


adver- 


VOTE FOR A DEMOCRAT 
FROM A DEMOCRATIC DISTRICT 


™ CONGRESS 


14TH DISTRICT 











Born and Based tm Atran, Ohia. 

Hame Owrer Businessman. 

Active @ Civic. Milhary and Fraternal Aficircs. 
infantry Veteran World Wer fl and Korea 


VOTE --NOV. 4TH <> 


JACK B. NIMBLE: Jack B. Arnold, 
41-year-old manager of the family- 
owned Kurt Arnold Jewelers’ in 
Akron, Ohio, has thrown his hat in 
the ring as a Congressional candidate 
from Ohio’s 14th district. His father, a 
former Democratic county chairman, 
retired from business two years ago. 
Jack is a member of numerous fra- 
ternal, civic and military organiza- 
tions. This is his first political effort. 


EYSTONE 


HIA-UHAA merger talks 
bog down in dissent; HIA 


expands own program 


The Horological Institute of 
America, larger of the country’s 
two trade watchmaking groups, has 
decided to strengthen its own pro- 
gram while continuing merger talks 
with the United Horological Asso- 
clation of America. 

HIA’s board of 
nounced their decision Oct. 5, fol- 
lowing a two-day session to discuss 
obstacles still blocking the unifica- 
tion. Raymond F. Soucie, HIA 
president and director of Elgin 
Watchmakers College, said the 
board centered its merger discus- 
sion on three problem areas: dis- 
agreement on name; disagreement 
on board of directors (UHAA, 
about one-fourth as big as HIA, 
wants more combined board mem- 
bers than HIA believes it should 
have); disagreement on dues (HIA 
wants annual dues at a lower start- 
ing rate than UHAA). 

Soucie emphasized that the HIA 
decision does not permanently 
rule out the possibility of merger 
with UHAA, but he said disagree- 
ments are “basic enough so that 
HIA can no longer afford to post- 
pone strengthening its own pro- 
gram.” 


directors an- 


HIA needs new secretary 

The expanded HIA_ program, 
which Soucie said should be adopted 
when the board meets in February, 
will include a complete array of 
activities aimed at raising the pro- 
fessional status of trade watch- 
makers. 

HIA is now seeking a full-time 
executive secretary to replace 
Arthur F. Beck of Melbourne, Fla., 
who has resigned. New secretary 
will have full administrative re- 
sponsibility for the new program, 
including editorship of HIA Jour- 
nal, 
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Sidney Weiss 


Imperial Pearl officers 
buy interests of late 
owner Joe Goldstone 


Sidney A. Weiss, president of In- 
perial Pearl Syndicate, pioneer im- 
porter and dealer in cultured pearls, 
and firm executives Hans G. Clapper 
and Herman Goldberg have bought 
the interests of late founder Joseph 
Goldstone in the firm. 

Weiss, Clapper and Goldberg will 
serve as directors. Clapper has 
been with the firm as director of 
eastern operations for the past few 
vears. He is now vice-president. 
Goldberg, who has been in charge 
of Imperial’s production for 20 
vears, and is a recognized world 
authority on cultured pearls, is 
treasurer. Weiss joined the firm in 
1951 as general manager. Treasurer 
is Joseph T. Zoline. 

Firm was founded 40 years ago 
by Joe and David Goldstone who to- 
gether sold the idea in this country 


Hans G. Clapper 


Herman Goldberg 


beauty of an 
cultivated by 


of the value and 
oyster-grown pearl 
man. Joseph died suddenly last 
December. His wife Esther then 
became president, but she too died, 
only 45 days later. 


Major finance firm buys 
Jewelers Acceptance 


Jewelers Acceptance Corp., set 
up seven years ago to finance credit 
jewelers’ need for capital to cover 
accounts receivable, has been pur- 
chased by Standard _ Financial 
Corp. The latter, a 26-year-old na- 
tionwide finance firm, has resources 
of $50 million. JAC’s 
are about $5 million. 
About 60 per cent of JAC’s 
stock was bought for cash, prin- 
cipally from the of Arde 
Bulova, a founder of JAC. Stand- 
ard President Theodore H. Silbert 
said other JAC stockholders have 
been asked to sell to Standard, and 


resources 


estate 


A BOWL FROM ONEIDA: Oneida Silversmiths presented six of its gleaming 
silverplated Paul Revere bowls to the stars of the ““Name That Tune” TV show, 
three of whom are the Colvin sisters—all grandmothers—from Oneida, N. Y. 
The “Rhythym Grandmothers,” as the sisters are called, are three of the five 


star contestants who are competing in the program’s golden medley marathon. 


They’re shown here, from left, with master of ceremonies George DeWitt: 


Winifred Colvin Cross; contestant LeRoy Gillis; Irene Colvin Hubbard; Oneida, 


N. Y., mayor Wallace B. Johnson, who made the presentation; actor-guest Rory 
Calhoun; contestant Shirley Terry; and Nellie Colvin DeVaul. Program claims 


22 million viewers. 


JEWELERS 
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have indicated a_ willingness to 
do so. 
Standard, which has offices in 
seven major cities, will operate 
JAC subsidiary, with 
panded finance activity in the jew- 
elry industry. Beardsley Ruml, in- 
ternationally-known tax authority 
and a founder of JAC, will con- 
tinue as its board chairman. New 
director will be Lewis R. Eisner, 
who has been JAC vice-president 
for the past 51% years and before 
that was associated with Standard 
for many years. Eisner has par- 
ticipated in the Retail Jewelers of 
America management panel and is 
a member of the New York bar. 
Standard, through JAC, will fur- 
ther bridge the gap between jew- 
elers’ need for liquid working cap- 
ital and their limited 
funds through conventional bank- 
ing channels. JAC this by 
advancing funds against an assign- 
ment of the jeweler’s 
receivables. 


as a ex- 


access’ to 
does 


instalment 


1957 complaint of FTC 
against former ANRJA 
settled by agreement 


The old American National 
tail Jewelers Association 
signed a consent order to 
the Federal 
“conspiracy” to fix 


Re- 
has 
1957 
charges’ by Trade 
Commission of 
or increase the profit margins or 
prices of silverware. 

The agreement by ANRJA and 
Executive Vice-President Charles 
M. Isaac “is for settlement pur- 
poses only, and does not constitute 
an admission by ANRJA or Mr. 
Isaac that they have violated the 
law,’ the FTC release points out. 
The complaint charged that be- 
sometime in early 1953 
had power and 
“0 7) 
manufacturers to 
mands for an increased 
from the retail list 
by the manufacturer, and 


gyinning 
A NRJ A 
prestige 


used its 
to coerce silverware 
their de- 
discount 


prices 


meet 


sug- 
gested 
(2) to fix a uniform markup on 
the retail sale of silverware.” 
Cleared of charges 
Henebry, Oscar Kind, Jr., Maurice 
Adelsheim, William H. Shreve and 
Allen Davidson, who were original- 
ly also cited in the complaint be- 
cause they were group officers. 


were Leo 





REPORT 


BON VOYAGE, NON? Vivian 
Blaine, star of the Broadway stage 
hit “Say, Darling,” presents the cap- 
tain of the Ile de France the first 
dozen of 100 sealed champagne bot- 
tles containing secret messages from 
Gorham Co. Bottles, being used as a 
promotion for Gorham’s new “Sea 
Rose” pattern, will be floated in the 
coastal U. S. and inland waters. 
linders can exchange the bottles for 
two free place settings of Sea Rose 
(there are four special messages good 
for eight four-piece place settings). 
Dealers who award the place settings 
receive two bottles of the Moet & 
Chandon champagne. 


HOW TO SELL MOVIE OUTFITS: Mort Abelson and H. B. Straightman 
of Abelson’s in Newark, N. J., get accolades from Bell & Howell sales mana- 
gers for their amazing success recently in selling 102 B & H movie outfits 
for a profit of $6200, all with one full-page newspaper ad. Total sales were 
$15,295, a return of 18 to 1 on their $850 ad. Abelson was presented a formal 
summary of his sales ability. He and Straightman are at right. 








DON’T STOP THE MUSIC! Well-known master of ceremonies Bert Parks 
jokes with executives of Pearls by Deltah, Inc., which helps sponsor Parks’ 
highly popular television show Bandstand. From left: Gilbert Sachs, vice-presi- 
dent of Deltah; Bert Parks; Teviah Sachs, president; and Charles D. Braverman, 
general sales manager. 


THE SUN SHINES AT MIDNIGHT: 
Up in Alaska, when the sun’s over- 
head, it could be midnight—or it 
could be completely dark at noon. To 
keep time straight for Rep. Leo 
O’Brien, left, sponsor of the Alaskan 
Statehood Bill, Gruen Watch Co. 
Guild representative Jackson 
Leighter here presents O’Brien a 24- 
hour watch, whose dial automatically 
shifts from the 1-12 numerals into 
13-24 numerals. O’Brien got another 
similar watch, to hold for presenta- 
tion to the first male child born in 
Alaska after its official admission to 
the union. 
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ATTRACTIVE DIVIDEND: Pretty hostesses like the cowgirl above kept stock- 
holders of Zale Jewelry Co. happy at their recent meeting at the Barbizon- 
Plaza Hotel in New York. Girls showed off the firm’s new fall-winter point-of- 
purchase displays, passed out authentic ten-gallon hats. Stockholder meeting 
followed a four-day pow-wow by Zale managers and supervisors, at which fall 
merchandising and promotion plans were discussed. 


= -* “LET THE CUSTOMER BROWSE”: 

. ya ny ‘ A basic rule of selling is to give the 

“Heide: Hemme. oa customer time to shop, as illustrated 

| here. The tiger finally bought a Cro- 

ton watch (his credit was good, of 

course). The tiger was part of a pro- 

motion for Walt Disney’s new picture 

“White Wilderness,” which was hav- 

ing its San Francisco premiere. Bad- 

er’s Jewelers in ’Frisco neatly tied in 

‘ with the promotion, froze two Croton 

a Ree. _——— = (“the watch that went to the Ant- 

NEW SALESMEN FOR ARTCARVED: President W. Waters Schwab and arctic”) watches in a 300-pound cake 

senior salesman Frank Enos (second and third from right) greet new salesmen of ice, invited shoppers to guess when 

of J. R. Wood & Sons at the semi-annual sales meeting of the 108-year-old it would melt. Closest of the 200 

New York ring firm. From left are: John Suydam, who will cover New York guessers got the watches; runnersup 

and Vermont; Roy Dennis, for Oklahoma, Arkansas, northern Mississippi and got free passes to the premiere; Bad- 

north Texas; and (far right) Dewey DeWitt, who will travel Montana, Wyoming, er's and Croton got excellent publicity. 
Idaho, Utah and parts of Washington and Oregon. Newcomers all have jewelry 

trade experience. 





WA : 

# $. 

Audrey : 
Gor Cid 


Bs: 


E imi ly 
Bau ks 


j Sondaa 
4 Goss 


nce Pa 
Ry 
ae - ~ 7 ~ , 


CHALLENGE FOR BERT AND HARRY: The Piel 
brothers chill their beer on the way to the brewing room 
and all that, but can they store it in sterling silver beer 
kegs? That’s what Rheingold is doing, in cooperation with 
Wallace Silversmiths, as their special gift to the City of 


at a cost of $3500. Above, six contestants for the title 
“Miss Rheingold of 1959,” who will be guests of honor at 
the Munich beer party, pose in the Wallace offices in 
Wallingford, Conn., with (from left): J. H. Asthalter, 
marketing vice-president; keg designer, William Brown: 


Munich, Germany, on the occasion of the annual October 
Beer Festival there. Wallace made the keg for Rheingold 
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William Regan, Asthalter’s assistant; Donald W. Leach, 
executive vice-president; and Craig A. Bossi, ad manager. 
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“SOLD RIGHT 
OUT” 


102 Pc. Set. . . SERVICE FOR 12 
Sold Out! 

72 Pc. Set. . . SERVICE FOR 8 
Sold Out! 

50 Pc. Set. . . SERVICE FOR 8 
Sold Out! 

24 Pc. Set. . . SERVICE FOR 6 
Limited! 


Quantities Still Available! 
4 Pc. Hostess Set. 
Limited! 


Quantities Still Available! 


LOVELY, LIFETIME 


pemutee 
STAINLESS STEEL 
FLATWARE 


© Exclusive new patterns 


©¢ Extra-heavy weight 
© Exciting new-low prices 
Sold out because its sales appeal 


is right out of this world! Keyed 
hard sell 


to volume promotion 


ad mats available free 


Another Sell-Sation 
Success From 


ald ceknra 


276 4th Ave., New York 10, N. Y. 
Sales Offices 
215 West Sth St., Los Angeles, Calif. 
29 East Madison, Chicago, Illinois 
lf It’s from Shriro, 
It’s Sure to Sell! 





| Helzberg promotes two sons 


in |]l-store midwest chain 


The two sons of Barnett C. Helz- 
berg, president of the Helzberg’s 
Nyiamond Shops chain in Missouri. 
Kansas and Iowa, have been given 
executive firm positions. 

Charles M. Helzberg, 1958 grad- 
uate of the University of Michi- 
yan, has been named assistant to 
the president. He succeeds his 


Charles M. Helzberg 


older brother, B. C. Helzberg, Jr., 
who becomes vice-president. The 
latter has served as assistant to 
the president for the past two 
years, and has been treasurer and 
member of the board of directors 
for the past year. 

Other officers-reelect of the 45- 
vear old Kansas City chain are: 
Jerome B. Grossman, executive 
vice-president and general man- 
ager; Gerald H. Yukon, vice-pres- 
ident in charge of advertising; 
and Arthur A. Binder, secretary 
and general merchandise man- 
ager. 


Small corporations must apply 
for new tax breaks by Dec. | 

Small corporations will have to 
decide before Dec. 1 whether to 
take advantage of new tax laws 
permitting them to be taxed as 
partnerships. 

A new law passed this year will 
permit corporations with 10 or 
fewer stockholders to waive cor- 
poration income taxes on profits 
for 1958. Instead, these profits 
may be taxed as income to the 
stockholders in proportion to their 
holdings in the firm. 

Thus, stockholders would re- 
ceive a share of the corporation’s 
net earnings which has not pre- 
viously been taxed, and could in 


some cases use their personal cap- 
ital losses to off-set corporation 
capital gains. In addition, corpo- 
ration losses of a new firm can 
be used as a deduction against 
ordinary personal income. 

After this year, a small corpo- 
ration must make its election by 
Jan. 31 of the taxable year. This 
is the only year in which taxpay- 
ers can benefit by surveying cor- 
poration operating experience 
when the full results are in. An 
election is made each year. 

The law restricts this benefit to 
firms which do not have as a 
shareholder a person who is not 
an individual (other than an es- 
tate), do not have a foreign per- 
son as a shareholder, or have no 
more than one class of stock. 


Webster buys Frank W. Smith 
sterling silverware business 


Webster Co., fully-owned sub- 
sidiary of Reed & Barton Silver- 
smiths, has purchased the tools, 
dies and inventory, of the Frank 
W. Smith Silverware Co. in Gard- 
ner, Mass. 

Webster will manufacture the 
high-quality Smith flatware lines 
at its plant in North Attleboro, 
Mass. Smith name will be re- 
tained. 

Reed & Barton will take over 
manufacture and sales of Smith’s 
sterling hollowware lines, includ- 
ing the celebrated Chippendale 


series. 


New Napier Co. offices vie 
for “Office of Year” award 

A stainless steel entrance door, 
fiberglass ceiling, and honeysuckle 
vines on the walls could combine 
to make the new Napier Co. offices 
and showrooms at 530 Fifth Ave. 
in New York the most impressive 
of the year. 

Napier, maker of fashion jewelry 
and unusual gifts, has moved to the 
new location in the first change of 
address in almost 35 years. The 
ultra-modern setting will be a 
strong contender for the annual 
“Office of the Year’ award given 
in the city. 

Napier also has sales offices in 
Chicago and Los Angeles and in 
Meriden, Conn., where its manu- 
facturing operations are located. 
James H. Napier is president. 
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' 1S DOING A TREMENDOUS JOB OF PRE-SELLING 


ON Growr R 
| . ADIOS 
The Biggest Profit Producer on the Littlest Radio Ever Made 





2 
e NEVER BEFORE SO MANY 
LOVE AT FIRST SIGHT AND SOUND © FEATURES IN SUCH 
€ 
a 


A TINY RADIO 


the smallest radio (iia MIFAIGMe © Built-In Dynamic Speaker 
auc ~..° Beautifully Designed 


. sian ‘ ~ Case of cme ome 
nduron... 

with a built-in dynamic SILLCMS — Bioice of Smart Colors 

¢ Operates on One Inex- 
pensive, Long-Lasting 
Battery 

« Superb, Siurdy 
Construction Throughout 

e Private-Wire Earphone 
Available 


« 
AT A SMALLER THAN EVER PRICE! . 
° 
* 
« 
Ps 
x . Fully Guaranteed 
e 
. 
° 
* 
6 
. 


the all-new. .- all-transistor 


AGreat Buy At $99” 

Genuine Private 
Wire 

Earphone 

| $2.50 


Leather 
Case 


$2.50 





Miracle of Miniature 


Electronic Engineering 


A HIRT POCKET RADIO 





Carry It In Your 
Shirt Pocket 


ate — i 0 f di er I oday 


Tie In... Cash In On This 





: Big Traffi 
aoa Sold At Better Stores Every seatialatincs tae 


* 
i ‘7 YORK 10,N.Y. « GR 
’ eo Ve @ lil ias ae : 
slo y 7-7500 


Renee epetcee. ee uae 
29 East Madison, Chicago, Iilinors 


Manila 


International Offi 
ices: ; 
“eal ap London . eg ee ¥ : 
ates: Montreal Rio de J co ae Tokyo 
aneiro Bangkok 


Penang 


Osai 
oa Singapore Diokerte Kuala 
Ipah 


JEWELERS’ CIRCULAR-KEYSTONE, NOVEMBER 1958 











LINE 
WANTED 


One additional line 
ought by 


peing 


seasoned 
manufacturers representative 


ering wnoresaiers and 


mmare 
j e) @): 


Write: 


JACK KAY 


15 Maiden Lane, New York City 











PRESENTS 
A Better Quality Highly Styled 
l-Jewel Pin Lever 
Novelty & Promotional 
Watch Line 


in Attractive Pastels, Pearl, 
Rhinestone & Various 
Colored Stones 
Bangle & Bracelet Models 
Men's Extra thin, 
Round & Square 
© 7 Jewels 
© 17 Jeweled-Lever Watches 
Priced Low to Increase 
Your Sales 


14K WHITE GOLD 


DIAMOND WATCHES 


with Nome Brand Movements 


Hy grade Whtel Disle. 


580 Fifth Ave., New York 36, N. Y. 











HAND-MADE 


t 


—Georges Ebertin— 


0S 


A yj ™ 
Write for catalog of sizes arid styles 


Georges Ebertin 


562 5ttr Ave., N. Y. 36, N. Y. © Circle 7-2610 





Rent store fixtures— 
with option to buy, 
manufacturer offers 


Hesitating about new store fix- 
new lighting or air condi- 
tioning, because it would mean 
tying up capital or taking on more 
short-term debt? 

Then why not rent whatever you 


tures, 


need ? 

You can now lease “everything 
inside the store except the mer- 
chandise” from a manufacturer 
and distributor of store fixtures 
named Shur-Nuff, Inc., in Minne- 
apolis. 

Shur-Nuff President 
Chernoff, whose firm employs 110 
persons and has a sales volume of 
interested 


Louis I. 


$1 million a year, has 
an insurance firm and a financial 
brokerage house in joining the 
operation. Northwestern National 
Life of Minneapolis will finance 
large contracts with prime risk 
customers. Bennett-American 
Corp. of Chicago will give credit 
to other-than-prime-risk customers. 
“We will be in a position,” says 
Chernoff, “to offer a package deal 
covering everything in equipment, 
from air conditioning, lighting and 
office furniture to display 
counter and sales banners.’ 
tracts will run as long as 20 years, 
with most from 5 to 10 years. 
Leasees may buy the fixtures at 
a fair appraised value at the end 
of the contract period, or earlier. 
Shur-Nuff will serve as broker to 
supply items it does not make. 


cases, 


Con- 


, 


Ronson opens new offices at 
park-like site near New York 


The 63-year-old Ronson Corp. has 
just opened its ultra-modern execu- 


'tive offices building and consumer 
_ goods warehouse on a beautiful six- 
acre site 25 miles from New York 
| on U.S. Route 1. 


The offices and warehouse cover 
72,000 square feet and accommo- 
date 250 persons, who have access 
lunchroom, fully- 


to a modern 


' equipped “health room,” plenty-of- 


room parking lot. 

The opening completes the mod- 
ernization in the past four years 
of all Ronson facilities. These in- 
clude six U. S. plants and five for- 
eign, the latter in Canada, England, 


Germany, France and Australia. 

Ronson has been adding many 
new products, now makes lighters, 
shavers, appliances (including a 
portable electric shoe polisher), air 
parts products and lighter-shaver 
accessories. 


21-year-old jeweler wins 
trip to pearl centers in Japan 


Neil F. Pendergast 


Winner of the all-expense-paid 
trip to Japan offered by the Cul- 
tured Pearl Association of Amer- 
ica at the RJA convention and show 
held in August in New York is 
Neil F. Pendergast, 21-year-old 
jeweler of Hudson, N. Y. 

The trip provides an unusual op- 
portunity for Pendergast to see 
first-hand the entire pearl-growing 
industry in action. 

He is co-owner with Mrs. Mary 
Baumann of Maratskey Jewelers, 
Inc., Hudson, N. Y.., 
firm. 


72-year-old 


Correction: The price of the illus- 
trated photo charm in the Honora 
Jewelry Co. advertisement, on 
page 133 of JCK’s October issue, 
printed as $22. 


was incorrectly 


- 


Correct price is $27. 





OPALS 


FOR 
EVERY 
MOUNTING 


Manning Opal Corporation 


62 West 47th St., New York 36, N. Y. 
Plaza 7-4725 
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Action of Catholic Trade 
Unionists has exonerated Local 1 of 
the International Jewelry Worker’s 
Union from sweeping corruption 
charges leveled at IJWU activities. A 
letter from ACTU to Andrew Leredu 
of Local 1 notes that ‘‘Local 1 is one 
of the outstanding exceptions to the 
sordid other locals. 
Earlier, newspaper stories had im- 
plied that all IJWU locals were linked 
with hoodlums and made illegal con- 
tracts. ACTU continues its attack on 
IJWU generally, demands that it be 
expelled from the AFL-CIO. Other 
IJWU locals cleared by ACTU: 38, 
19, do] 

e# Sidney Balaban Antique & Dia- 
mond Jewelry and Chas. Sodokoff, Di- 
amonds, have jointly opened a new, 
air-conditioned jewelry exchange at 
25 W. 47th St. in New York. 

ws Bernard Landau, gem importer at 
608 Fifth Ave. in New York, left for 
Europe Sept. 27 for a month-and-a- 
half buying trip in the various gem 
markets. 

e Some 60 leaders and guests of the 
Jewelry Industry Committee for the 
Federation of Jewish Philanthropies, 
including Gen. Omar Bradley, Bulova 
Watch board chairman, gathered re- 
cently in Purchase, N. Y., for their 
golf outing. Joseph Baumgold of 
Baumgold Bros. was chairman for 
the day and for the dinner session, 
at which leaders urged all-out sup- 
port of the funds campaign this year. 
e Charies Braunstein of Charles 
Braunstein, Inc., in New York has 
been appointed chairman of the jew- 
elry division of the 53rd annual ap- 
peal of the Travelers Aid Society of 
New York. Travelers Aid gives free 
aid to anyone in trouble away from 
home 

e# Louis F. Krussman, vice-president 
of Trifari, Krussman & Fishel, Inc., 
is serving as chairman of the costume 
division for the New York 
Rheumatism Founda- 


careers” of 


jewelry 
Arthritis and 
tion. 

#® Samuel Wechsler, 
cutter of gem stones, has moved to 17 
FE. 48th St. in New York. 

e Samuel Weissman, president of 
Weissman Watch Co. in New York, 
celebrated his 50th wedding anni- 
versary recently at a dinner in the 
Sheraton East Hotel. 200 guests at- 
tended. 

ws The new fall catalog of Leo Gug- 
genheim, wholesale jewelry firm at 9 
Maiden Lane in New York, is avall- 
able on request. Catalog includes 
rings, watchbands, lighters and cigar- 
ette cases, men’s jewelry, and charms, 


plus other items. 


importer and 


e W. R. Hoover, Inc., manutfactur- 
ing jewelry firm, has opened a new 
plant at 202 Carolina St. in Buffalo, 
N. Y. Firm service principally is to 
retail jewelers, making special-order 
design rings, brooches 
Hoover was founded in 


and special 
and earrings. 
1916. 

e Hamilton Watch Co. has rehired 
about 40 per cent of the employees it 
laid off during 1958. More Hamilton 
business and the general business up- 
turn facilitated the move. 

es Fred R. Haywood, long-time jew- 
eler in Potsdam, N. Y., has retired, 
closing one of the community’s oldest 
stores. Haywood Jewelry was founded 
in the 1800’s by an uncle of the re- 
tiring owner. 

e Paul Jokelson has been elevated 
from general manager to executive 
vice-president of Watches of France, 
Inc., at a board of directors meeting 
in Besancon, France. Jokelson is now 
back at group’s headquarters at 610 
Fifth Ave. in New York. 

es Marcel Boucher et Cie has assigned 
its U. S. precious jewelry design copy- 
rights to George Schuler & Co., Inc., 
jewelry maker in Pleasantville, N. Y. 
Schuler will manufacture and sell the 
Soucher precious jewelry lines. Bou- 
cher will continue to make and sell 
its own costume jewelry designs. 

es The Mautner Co., Inc., manufac- 
turer of jewelry showcase 
trays and displays in New York, has 


boxes. 


moved its production facilities to its 
new plant and factory in Yonkers, 
N. Y., at 498 Nepperhan Ave. Plant 
sprawls over two city blocks. 

es Forstner, Inc., New Jersey watch- 
band maker, has 

and research division for future plan- 
ning. Department will be headed by 
Richard Klein and Kurt Caupp, who 
will also conduct research for Forst- 
Sher- 


formed a_ product 


ner’s Canadian subsidiary at 
brooke, Que. 

# Peter Kind, youngest son of Oscar 
Kind, president of S. Kind & Sons in 
Philadelphia, has entered the firm’s 
service department. An _ older’ son, 
Stephen, recently became assistant to 
the manager of the KindKraft divi- 
sion, which jobs inexpensive Jewelry 
and gadgets throughout the country. 
Other family personnel changes: 
Philip, who has been treasurer and 
gold jewelry buyer, has resigned to 
enter the summer camp _ business; 
Marjorie, Oscar’s wife, is now buying 
rifts for both the main store and the 
branch in Bala-Cynwyd, in suburban 
Philadelphia. A fifth Kind, Samuel, 
like Osear a grandson of the founder, 
serves as secretary and vice-pres!i- 


dent. 


grown by 
living 
oysters 


CULTURED 


PEARLS 


NECKLACES and 
EARRINGS 


at attractive prices 


™ | At ki 


JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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Precious Stones 
LOOSE OR MOUNTED 
IN APPEALING 


RINGS 
STAR SAPPHIRES 
CAT'S EYES 
EMERALDS 
SAPPHIRES 
RUBIES 


A Large Selection 
of Choice Unmounted 


Semi-Precious Stones 
Memo Selection Sert Promptly 


Allan Caplan 
580 FIFTH AVE. 
NEW YORK 36, N. Y. 
Plozo 7-1560 


TOP W Hat 
CHARMS 


Seld only direet te Retailers 
WELLS MFG. CO. ATTLEBORO, MASS. 





SAVE MONEY — BUY FOR CASH 
Your best wholesale source of jewelry parts, sup- 
plies and equipment for Jewelry Making, Gem 
Cutting and Enameling at LOW PRICES for cash. 
We illustrate al! of the regular items PLUS thou- 
sands available nowhere else. Sold on a No 
Questions-Asked Money Back Guarantee! SEND 
FOR FREE CATALOG 23586. Now celebrating 
25th Anniversary. 


GRIEGERCSS ENG 18235 Walnut street 














ENCRUSTERS 


Stone and Gold Seal Engravers 
Precious—Semi Precious Stone« 


HARRY BRAUNFELD 


Encrusting over a quarter century 
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108 FULTON ST., NEW YORK 38, N. Y. 
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“* help your 

\7*—" customers 
obey their 
impulse 


Stone rings, as 
many jewelers 
know, are im- 
pulse items 

attractively dis- 
played they sell 
on sight...as 


ifts and for 


self-use. 


With prospects 
bright for heav- 
ier store traffic 
this Christmas, the power of this 
impulse action can bring you ex- 


les when vou 


| A sheet 
prominently display stone rings: 


For selling ideas and aids, write 


\ 
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Acme Ring Mfg Co., In 
American jewelers, in 
1} & 4 Baer, in 

Handy & Harman 
Heller Hope Company 
Hoover & Strong, inc 
Edward Lembeck Bros 
Linde Lompany 





in Cc 


608 Sth AVE, NEW YORK, N. Y. | 
A Non-Profit Indn 


try Association 
Metzier Mfg. Co., In 
Plainville Stock Co 

M.A. Reich & Co. 

William Schneider, Inc 
Shiman Mfg. Co., inc 

Star Ring Mfg. Co., inc 

}. J. White Mfg. Co 

Leo Wolieman, inc 


IS YOUR SUPPLIER A MEMBER? 
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exclusive jewelry auctioneers 
you! To uphold your reputation and 
reserve in shortest 


CONFIDENTIAL CORRESPONDENCE ASSURED 


WRITE: TOWN HOUSE (BOX 827) 
Phone: Atlantic City 5-3609, Afi. City, N. J. 


HARWILL Associated Auctioneers, 


Our service to 
increase 
possible time. 














JEWELERS—if you need MONEY, 


you need AUCTION: The sure, safe, fast 

way is with HARWILL ASSOCIATED AUCTIONEERS 
Phone or Write now 

Phone Atlantic City, N. J., 5-3609 


Write Harwill Associated Auctioneers 
Town House, (Box 827), Atlantic City, N. J. 
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NEW 


es Joseph Lavan, vice-president and 
sales manager of Superb Case Manu- 
facturing Co. in Providence, has been 
reelected to a fifth consecutive term 
as president of the Manufacturing 
Jewelers Sales Association, Inc. 

=» Three Rhode Island firms have 
been admitted to active membership 
in the Manufacturing Jewelers & Sil- 
versmiths of America, Inc. They are: 
Oao Findings Corp. in Pawtucket, and 
Elena Manufacturing Co. and Paul T. 
Smith Co., both in Providence. 

e S. Russakoff in Skowhegan, Me., 
recently opened a gift department in 
its basement. Items range from nov- 
elties to glassware. Owner is Susman 
Russakoff. 

es Charles G. Poor, one of the veteran 
watchmakers in Massachusetts, re- 
tired in September. He came to Athol, 
Mass., 56 years ago, has worked for 
three different stores there. He is 90 
vears old. 

= Members of the Diamond Peacock 
Club gathered at the Parker House 
in Boston Oct. 24 for their annual 
election of officers, business meeting, 
and steak-lobster dinner. Election re- 
sults next month. 

es Officers and directors of the Boston 
Jewelers Club have announced that 
the club’s annual meeting will be held 
in the Bay State Room at the Statler- 
Hilton Hotel Nov. 7. Business session 
and election of officers will be fol- 
lowed by the annual beefsteak dinner. 
s Officers of the New England Guild 
of the American Gem Society were 
installed in September. New presi- 
dent is Donald Bethany of Brown & 
Bethany, Jewelers, Wellesley Hills, 
Mass. Others: Robert Swanson, of 
Swanson Jewelers in Arlington, vice- 
president; Walter Bain, of Thomas 
Long’s North Shore store, treasurer; 
Mrs. Ella Bird, secretary. Robert 
Crowingshield, eastern director of the 
Gemological Institute of America, 
spoke on the spectroscope at the 
group’s October meeting. 

# The Horological Society of Massa- 
chusetts met Oct. 21 to hear Robert 
V. Hartman of Hamilton Watch Co. 
discuss repair and service of the new 
electric watches. Society directors 
met Sept. 30 to plan future meetings, 
which are held regularly on the third 
Tuesday of each month at the Wal- 
tham Precision Instrument Co. eafe- 
teria. 

as Member teams of the Boston Jewel- 
ers Bowling League were getting into 
full swing last month, with Gordon 
Brothers undefeated after four weeks. 
ws Officers and directors of the Massa- 
chusetts and Rhode Island Retail 
Jewelers Association met at the Uni- 
versity Club in Boston Oct. 14, are 
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scheduled to meet again Nov. 18 to 
formulate plans for the association’s 
expanded membership drive. 

ws J. Gould Cook, Jr., son of the presi- 
dent of A. Stowell Co., just out of 
college, has started in the business 
in the firm’s retail sales division. 

ws Dee’s Jewelers recently opened 2 
new store at 10 Winter St. in Boston. 
e Harvey Indeck has joined Hub Ma- 
terial Co. at 408-12 Washington 
Building, as materials clerk. 

es Thomas Long Co. formally opened 
its new branch store at the North 
Shore Shopping Center in Peabody, 
Mass., on Sept. 4. Walter “Scotty” 
Bain is manager. F. Forest David- 
son, president of the firm, attended 
the Gemological Institute’s recent 
conclave in Los Angeles. 

e Irons & Russell Co. in Providence 
merged on Sept. 29 with R. L. Grif- 
fith & Son Co. Griffith will move to 
95 Chestnut St. with Irons & Russell 
before Dec. 31. 

es Douglas C. Woodman, formerly lo- 
cated in Room 604 Province Building, 
opened in Room 801 Washington 
Building Oct. 1. Vernon D. Whynott 
of Yarmouth, Mass., is now associ- 
ated with Mr. Woodman. 

# H. D. Quasha, Boston watchmaker, 
has resumed business and is now lo- 
cated in Room 516 Washington Build- 
ing, Sharing quarters with Norman 
Sharp. 

ae Gifts by Magda, in Lawrence, 
Mass., has added a new front. 

es Coronet Jewelers, in Boston’s Prov- 
ince Building, has expanded its quar- 
ters. 

e Mrs. Mildred Preston, wife of Wil- 
liam Preston, Sr., jeweler of Burling- 
ton, Vt., has just finished writing a 
child’s book, based on a fawn named 
Bambo which the Prestons adopted 
after it had been lost by its mother. 
Illustrated book sells for $1. 

® Henry Kamlot, at 307-310 Wash- 
ington Building in Boston, has _ in- 
stalled new showcases for an added 
line of radio clocks and electrical 
appliances. 

= M. Martin Sarill, in the Washing- 
ton Building in Boston, member of 
the board of the Horological Society 
of Massachusetts, was winner of that 
organization’s contest this past 
son to bring in most new members. 
Prize was the Bulova Companion Ma- 
terial Kit, donated by Jewelers Ser- 
vice of New Bedford, Mass. 

s Oral Gagon, jeweler of Skowhegan, 
Me., opened in his new Main St. loca- 
tion Oct. 9. 

# Day’s, Inc., of Portland, Biddeford, 
Waterville, and Bangor, Me., recently 
remodeled and modernized its Bangor 
branch. 
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ae The Jewelers Association of 
Greater Chicago met Sept. 10 at the 
Morrison Hotel Pent House for dinner 
and installation of officers. New offi- 
cers and directors: Alex R. Berke of 
Berke Jewelers, president; Sheldon 
Phillips of Phillips Jewelers, first 
vice-president; David Wexler of Sla- 
vin Jewelers, second vice-president; 
Jerry Berger of Macy’s Jewelers, 
honorary president; Ben Sacks, exec- 
utive secretary and counsel; Clarence 
Olsen of Olsen & Ebann, national di- 
rector; and Joe Berkson of Lane Jew- 
elers, treasurer. 

= The annual Golden Rooster Stag 
and Dinner will be held Nov. 13 at 
the Congress Hotel. The nominating 
committee for 1959: Herman Kramer 
of Lassau & Kramer, chairman: Al- 
vin Lauschke of Handy & Harman: 
and George Mason of McGreevy & 
Mason. 

# Annual dinner dance of the Jewel- 
ers Association of Greater Chicago 
will be held at the Palmer House Nov. 
23. 

ws Mister Pickwick, Inc., a new firm 
manufacturing especially designed 
men’s cuff links in karat gold, has been 
established at 59 E. Madison St. in 
Chicago. Eli Sutker is president; Paul 
Bast, vice-president and Lloyd Gris- 
som, secretary. 

# Helzberg’s Diamond Shops in Des 
Moines, Iowa, is planning to enlarge 
its space by 50 per cent. Store is lo- 
cated in the Empire Building at Sixth 
Ave. and Walnut St. Firm is occupy- 
ing adjoining spaces, which give it 
considerably more frontage than be- 
fore. The store, one of 11 in the Helz- 
bere chain, has been in Des Moines 
since 1936. 

s Read Jewelry in Lebanon, Mo., has 
been enlarged and remodeled, and its 
name has been changed to Hales Jew- 
elers. W. C. Hales is owner. Business 
was established in 1885. 

e Jack Kuckuk of Shawano, Wisc., 
has been reelected president of the 
Fox River Valley and Lake Shore 
Jeweler’s Association. Other officers: 
W. Dyckman of Pulaski, vice-presi- 
dent. and Earl DeLong of Neenah, 
secretary-treasurer. 

s Jack Schechter has been named 
vice-president and general manager of 
Tose Jewelers, 11-store jewelry chain, 
which is the largest in Michigan. 
Schechter is 31 years old. Other Rose 
Jewelers avpointment: Robert Mink- 
levy, named administrative assistant 
and precious jewelry buyer. 

es Charles W. Warren & Co., jewelry 
firm on Washington Blvd. in Detroit, 
has expanded its second floor area, 
and has added a new china and glass 
room to show traditional and modern 
dinnerware patterns and other glass- 
ware. John F. Hering is_ president. 
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s Standing committees of the Chi- 
cago Jewelers Association for 1958- 
1959 are as follows (chairman are 
listed first on each committee): Fi- 
nance—F red J. Hertel, Donald Black 
and Arnold Price; Membership—Vin- 
cent J. Newman, Robert Gottlieb, 
Wm. McGreevy, Jack Berg and Al 
Wahlen; Trade Extension — Ray 
Zelke, James A. Cahn, Bill Kaufman 
and Sidney Weiss; Good & Welfare— 
A. C. Wilson, Fred Gottlieb, Frank 
Milhenning, Chas. Ellbogen, Phil Na- 
than, Herman Kramer and Francis 
Healy; Golf — Alvin Lauschke, A! 
Long, Fred Warnecke, Leonard Crane, 
Henry Griffin and George Beduze; 
Social Relations—Al Greene, Alvin 
Lauschke, Fred Hertel, R. S. Hulbert, 
Charles Brown, Jack Prins, Webb 
Ball and James Swartchild. 

es Frederick M. Gottlieb & Co. held 
open house at 55 E. Washington St. 
in Chicago to celebrate its 55th anni- 
versary in the diamond industry and 
to show off its newly-remodeled di- 
amond offices. 

# Sigmund Sord, Inc., with stores in 
Elkhart and Goshen, Ind., has pur- 
chased Krauss’s Jewelry Store’ in 
South Bend from the retiring owner. 
Store is now managed by Earl C. 
Sord. one of four sons who operate 
the Sord business founded by their 
father 55 years ago. The Krauss 
store has been remodeled, now has a 
watch repair department, diamond 
appraisal room and bridal registra- 
tion department. 

e® William Bluford, owner of four 
stores in Detroit, Mich., is opening a 
new store at 260-264 W. Western Ave. 
in Muskegon, Mich. Marvin S. Gudel- 
sky is store manager. 

es Swartchild & Co., large jewelry 
and watch supply firm in Chicago, has 
just printed its new Fall-Christmas 
catalog. Catalog contains supply items 
and selling aids, including display 
fabrics, window displays, trays, gift 
wraps, lamps, jewelry cases, watches, 
watch bracelets, and other accessories. 
Address is 22 W. Madison St. 

es William Fleece has been named 
manager of the diamond and watch 
department of Gray’s Jewelers, Inc., 
at 3 E. State St. in Columbus, Ohio. 
He was formerly the manager of the 
largest jewelry store in Memphis, 
Tenn. 

es Herbert I. Jacobs, Chicago repre- 
sentative of Forstner, Inc., and presi- 
dent of the Jewelers Club of Chicago. 
recently returned from an extended 
tour of Europe. 

s Brill & Colmes, New York auc- 
tioneers and sales specialists, were 
given a testimonial dinner for their 
successful handling of the liquidation 
sale of Scott Jewelers in Petoskey, 
Mich. 





YOU CAN HAVE AN EXPERIENCED 
DISPLAY EXPERT AT A COST 
LUN ed 
PENNIES 

AN HOUR... 


... Simply by using 
Coronet’s com- 
plete, colorful, 
monthly display 
service with 3- 
dimensional back- 
grounds, a variety 
of smaller cards, 
shelfers, strips 
and over 400 price 
tickets. All for 
only $11 monthly, 
plus postage. 


10 DAY 
FREE OFFER 


Attach this ad to 
your letterhead for 
our 10-day FREE 
TRIAL of Coronet’s 
latest monthly dis- 
play service. Spec- 
ify price tickets 
with or without 
credit copy. 


ONLY Coronel 
OFFERS YOU 
PRICE TICKETS 
PRINTED WITH 
YOUR NAME 
At No 
Additional Cost! 
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BIRDS... 


BUT THIS BIRD 
WILL PASS 
THE WORD... 
<* he pul ; fi} 
aris Ser } tor 
catalog and booklet. ‘The 
Story of the Cultured Pearl’’ 
Yours tree—also available in 
quantity, with room tor your 
morint. Watch for our special 
promotions. Memorandum 


serection on request! 


CULTURED PEARLS 
A division of Maurice Goldman and Sons 
1mMPORTERS 
10 West 47th Street, New York, N.Y Swite 903 PL 7-5763-4 








IN NEW ORLEANS 
ANTIN’S WILL PAY 
MORE FOR YOUR 


Antique Jewelry 


B® because Antin's is located in a 
city that has for several centuries 
specialized in Antique Jewelry 


and Objects of Art. 


New Orleans is a "ready mar- 
ket’. Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, too! 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, dia- 
monds, Sterling, etc. Your package is 
kept aside, for 10 days, subject to 


your approval of our remittance. 
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ases, Windows 


114 Baronne Street 
New Orleans 12, La. 
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Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
China Old Gold 
Silver Platinum 
Antiques Fixtures. etc 


Diamonds 

Watches 

Jewelry 
CALL COLLECT for CONSULTATION 


All Inquiries Strictly Confidential 


A. WEILER G&G CO. 
Established 1880 
(Div. of M. Y. Finkelman Co.) 

29 E. Madison St., Chicago 2, Ill 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 

REFERENCE: 
Your Local Bank 
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we A seven-and-a-half 
found recently in 
is the largest ever found in the state, 
according to the Georgia State Mu- 
seum. Actually, the stone was found 
49 years ago, but until recently was 
not recognized as a diamond. The 
Museum said less than 10 diamonds 
have ever been found in Georgia, the 
being four-and-a- 


carat diamond 
Waynesboro, Ga., 


previous largest 
half carats. 

e Manager of the new Thomas 
chain branch store in the Broadview 
Plaza Shopping Center near Atlanta 
is David N. Thomas, 24-year old son 
of the owner, Walter R. Thomas. 
David has worked for the chain firm 
since his discharge from the army in 
1956. 

e Gordon’s Quality 
opened its second store in Chattanooga 
in the Highland Village Shopping 
Center, for a total of 50 stores now 
in the Gordon chain. James W. Barn- 
hill is store manager. 

oe Mr.and Mrs. Kenneth Stevens, one- 
jewelry store owners in Fair- 
Alaska, have opened a store in 
Palm Beach, Fla., Shop- 
This is the second area 

Stevens. 

. Ortmann and Horace G. 
Adams have granted a state 
charter to open a new business in 
Charleston, S. C. Ortmann will serve 
as president and treasurer, Adams 
as vice-president and secretary. 

s The South Central Guild of the 
Florida State Watchmakers Associa- 
tion recently finished a month-long 
membership drive. Meetings were held 
in August by the Central, Tampa, 
Pinellas | County and Palm Beach 
Guilds of the Association. 

Jewelers’ problems, from the ex- 
cise tax to fictitious pricing and un- 
fair military PX competition, were 
aired at the annual banquet of the 
Norfolk and Portsmouth Retail Jew- 
elers Association at the Monticello 
Hotel in Norfolk. Bernard N. Burn- 
executive vice-chairman of the 
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Jewelers has 


time 
banks, 
the North 

ping Center. 
store for the 
se Rudolph J 
been 


stine, 


es Baerwald & Weil Associates, 
dealer in diamonds, precious 
and jewelry, has moved 


Mrs. Doris Trammel, formerly Dallas 
district manager for Van Cleef & 
Arpels, has joined Baerwald as sales 
and design consultant. 
® Andy Anderson has 
new president of the 


been elected 


Tola Tumble- 


SOUTH 


Jewelry Industry Tax Committee 
(now acting executive vice-president 
of the Retail Jewelers of America) 
was the major speaker. Attendance 
was 150, according to President 
Joseph L. Hecht. 

# Dayle May, long-time Tennessee 
jeweler, has purchased one of Chat- 
tanooga’s best-known jewelry busi- 
Templeton’s. Store name re- 
mains unchanged, said May, who also 
owns a store in Rossville. May had 
been with Templeton’s as 
an employee. Store will be remodeled. 
» The Winston-Salem Watchmakers 
Guild No. 1 met Oct. 11 at the Wins- 
ton-Salem Y.W.C.A. for its regular 
monthly meeting. President Caldwell 
Day was chairman. 

@® Gene Heare and Lewis Childs, both 
master watchmakers, recently opened 
a new store, Childs & Heare Jewelry, 
at 305 W. Main St., in Covington, Va. 
Heare is secretary of the Virginia 
Horological Association. Childs, a 
member of the Horological Institute 
of America, has operated his own 
store in Covington for the past year. 
es The Stieff Co., Jewelers and Sil- 
versmiths, has opened two branch 
stores in Baltimore’s new shopping 
centers Westview and Harundale. 
Manager at Westview is Ronald But- 
comes from Stieff’s 
Eastpoint store, where he was also 
manager. James Bloucher is manager 
of the new Harundale branch. 
es Kuhn’s Jewelers, oldest 

store in Salisbury, Md., has 
gone a major facelifting, the 
since 1923. White ceramic tile 
dered by gold annodized aluminum 
gives the new look to the 105-year 
old firm. 

es Friedman’s Jewelers in 
ville, Fla., plans to move into a new, 
enlarged store at 106 Main some- 
time in November. The store will have 
a floor area several times larger than 
at its present 12 Main St. location. 
Jack Sideman will be manager. Store 
is owned by the Friedman chain. 
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previously 


terbaugh, who 


jewelry 
under- 
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bor- 


Jackson- 
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Dallas 
stones 
into new 
quarters in suite 645 Wilson Building. 


weeds, at thelr semi-annual meeting 
Aug. 30 at the Hotel Adolphus in 
Dallas. Other officers, all reelected: 
Emil F. Burger, first vice-president; 
Herbert L. Seligman, second vice- 
president; Elwood Ross, secretary; 
John P. Dolan, Jr., treasurer, and 
David A. Shapiro, executive director. 
e Felix Walton, who operates Casady 
Square Jewelry & Gift Shop in The 





Village, five miles north of Oklahoma 
City, Okla., recently celebrated his 
first anniversary with a_ store-wide 
sale. 

= Stanley Prussack, manager of 
Zale’s Jewelers at 226 W. Broadway 
in Muskogee, Okla., has been trans- 
ferred to Richmond, Va., as manager 
of a new Zale store at Willow Lane 
Shopping Center. Prussack has been 
with Zale for five years, was previ- 
ously assistant manager of Zale’s in 
Wichita Falls, Tex. 

= Jess Boyd, who has operated Boyd 
Jewelers in Elk City, Okla., for seven 
vears, has been elected to a fourth 
term as secretary of the Elk City 
Lions Club. 

e McGee’s Jewelers in Blackwell, 
Okla., operated by Mr. and Mrs. Fred 
LL. McGee and son Bill McGee, were 
featured’ recently in ai Blackwell 
Journal Tribune series about People 
and Firms. Business was founded in 
1907. 

# George Scott recently resigned as 
manager of Pallissard Jewelry store 
in Perry, Okla. Scott has moved to 
Muskogee, Okla., where he plans to 
open a hearing aid and watch repair 
business. 

2 E. = Tucker, owner of Tick-Tock 
Jewelers at 102 E. Choctaw in Mc- 
Alester, Okla., recently celebrated his 
30th anniversary in the jewelry 
business. 

e® Winford Anglin, watchmaker at 
sSeaty’s Jewelry in Oklahoma City, 
Okla., was interviewed by the Capitol 
Hill Beacon recently on the subject 
“Why is the Diamond used for En- 
gagement Rings?” Interview followed 
Anglin’s appointment as a Certified 
Gemologist by the American Gem 
Society. 

s A group of Arkansas jewelers went 
to Washington, D. C., recently to urge 


excise tax relief. They were: C. P. 
Coats of Coats Jewelry Store in Bates- 
ville; Henry M. Rainwater of Rain- 
water’s Jewelry in Walnut Ridge; and 
Floyd Denman of Denman Jewelers 
in Stuttgart. 

» Bourquin Credit Jewelers of Dal- 
las, Tex., recently conducted an open- 
ing sale at its new branch at 319 E. 
Jefferson. Charles Bourquin is owner 
and manager of the new store. 

# Charles Kofmehl of Duncan, Okla., 
president of the Oklahoma Watch- 


makers Association, reports that the 


association is planning a series of 
regional meetings to be set up for all 
the watchmakers of Oklahoma. Pres- 
ent plans call for holding the first 
regional meeting at Okmulgee and 
having a joint program with the Okla- 
homa Tech College of Watchmaking. 
e The first fall Oklahoma Jewelry 
and gift Show was held at the Skir- 
vin Hotel in Oklahoma City Oct. 11-12. 
Show was held separately from the 
RJA convention for the 
There will be no usual 
according to Robert J. 


Oklahoma 
first time. 
spring show 
McCurley, 
es Everts Jewelers displayed 
than 100 art works by 64 business- 
men at its third annual Business 
Men’s Art Show, at its Dallas store. 
On display were oil paintings, water 
colors, charcoal drawings, tempora, 
wood carving, leather craft and many 
other art forms. 

es A new one-story building 28 by 
100 feet is being built at 115 E. Main 
St. in Edna, Tex., for Maresh Jewelry 
Co. 

e Frank’s 
Miami, Ariz., has 
quarters at 228 N. 

Globe, Ariz. Store is 
Murry Schein, is owned by 
Paul of Tucson, Ariz. 


more 


Box, formerly in 
moved to larger 
Broad St. in 
managed by 


Aaron 


Jewel 


WEST COAST 


® Henry Gerards, owner of Gerards 
Jewelry in Pendleton, Ore., has been 
elected a national director of Jewel 
House, Inc., buying and 
selling cooperative set up in 1955. He 
attended the annual meeting of the 
board of directors recently in Minne- 
apolis. 

e Manuel Toledo, who learned the 
jewelry business while recovering 
from wounds received on Leyte in one 
of the last battles of World War II, 
has opened Toledo’s Jewelry in Tu- 
lare, Cal. He and his wife have been 
in business for 11 years at 215 E. 
Kern St. in Tulare. Address of the 
new, larger store is 151 S. K St. 
Watch repairman for Toledo’s is Pete 
Fabrie, who was graduated from a 
four-year watch repair school in his 


596-store 
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native Holland. Fabrie has been in 
the U. S. a year. 
s Crescent Jewelry Co. is opening its 


eighth store in the new E]! Cerrito, 
Cal., shopping center. The chain firm, 


founded in 1935 by Victor H. Graber, 
also has stores in San Francisco, 
Oakland, Hayward, Walnut Creek, 
Santa Rosa, Vidalia and Alameda. 

es Richard B. Ogilvie of Covina, Cal., 
has been appointed West Coast find- 
ings sales representative for B. A. 
Ballou & Co., Inc., of Providence, R. I. 
He is a past president of the Metal 
Finding Manufacturers Association. 
Ed Prentiss continues to represent 
Ballou’s jewelry line. 

es Jack Kay & Sons at 1240 S. Hill 
St. in Los Angeles, has been ap- 
pointed distributor for the 1847 


ORJA executive secretary. 
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{ WE NETTED 
$74,000.00 
IN 15 DAYS 


"FABULOUS"! That's the way Scott 
Jewelers in Petoskey, Mich., in their 
letter of appreciation to us, described 
the results of a 15 day sale we were 
called in to run for them ... their 4th 
such Brill & Colmes successful sale. 

We can do the same for you. We'll 
talk to or even see you at our expens? 
if you have a problem of raising cash 
quickly, liquidating, running a RETAIL 
or AUCTION sale [or both}, or just 
want to sell out for cash. Let's talk this 


over NOW! 
Write * Wire * Phone Collect 


No Obligations © In Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th St., N. ¥. 36, JU 6-2334 
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DAVID & IRA SCHNEIDER Inc. 


Mfg. Jewelers & 


Traders in Antique Jewelry 


MOVING 


To larger and more accessible quarters 


1192-6th Ave. (S.£. Cor. 47th St.) 
New York 36, N. Y. 


After 40 years continuing to 
serve the Trade with: 
— Special Orders — 


Antique & Modern Jewelry on Memo 
Repairs—Restoring of Antiques 
Estates Purchased—All Requests Filled | 




















OF 


DIAMOND WATCHES 


with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND CASES 


To fit Name Brand Movements 


OUTSTANDING SELECTIONS 
ss omematenell fey 











AVAILABLE TO RATED JEWELERS ON 3 OAY MEMO. 
———————= State Price Range Desired. 


CRYSLER WATCH CO. 


580 Fifth Avenue New York 36, N. Y. 











Lilie | 


RECHARGEABLE 


This revolutionary new flashlight is the 
perfect gift item appealing to everyone! 
Handsomely designed in two-toned grey 
and golden finish. A natural impulse sel- 
ler . . . great traffic builder! Life-Lite re- 
charges when plugged into AC outlet. 
Never corrodes! A profitable, nationally 
advertised product. 


"TM. of Gulten industries, inc 


NEVER 
NEEDS 
BATTERIES! 


te) mL at bh ea Lee 


CONTACT YOUR WHOLESALER 


Alkaline Battery Division r 
ulton Industries,.Inc. 


212 Durham Avg. Metuchen, NJ 








/ ring sizer 


SAVES ON 
INVENTORY 








e Makes rings 
larger or 
smaller 

®@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


® No scratching. 
No marring. 


@ Reducing die with se 
16 sizing holes permits — 
the greatest range of 
reductions. 

Contact your wholesaler or 


write for literature to: 


new hermes 


only 4G 50 


Time Payments 


13-19 UNIVERSITY PL.. NEW YORK 3, N. Y. 





Rogers Bros. line. Kay has distrib- 
uted the Wm. Rogers & Son line for 
several years. Firm is composed of 
four partners: Jack Kay, president: 
Aaron Kay, merchandise manager: 
Aaron Stone, sales manager; and 
Saul Kay, general manager. 

#® Granat Manufacturing Co. of San 
Francisco has named Paul Branyen 
representative for the Southern Cali- 
fornia, Arizona, New Mexico and 
Northwest Texas territories. 

® Art Michael of Michael’s Credit 
Jewelers at 8426 S. Vermont Ave. in 
Los Angeles has sold his store in- 
terests to his partner and nephew, 
Leland Bellman. Store was opened by 
Michael and Bellman 21 years ago. 
Michael is past president of the Ver- 
mont-Manchester Business Associa- 
tion, past president of the Southern 
California Merchants Association, a 
director of the California RJA, and a 
past president of the Jewelers 24 
Karat Club of Southern California. 
He has no immediate plans. 

a E. W. Reynolds Co. has opened its 
new sales office in Room 708 at 448 S. 
Hill St. in Los Angeles. Jack C. 
Comly, Reynolds vice-president, is 
manager. The firm’s outside sales 
force will continue to serve the trade. 
Administrative and warehouse offices 
of the firm are now located at 831 N. 
First Ave. in Phoenix, Ariz. 

se Larry Simmons of 314 Spalding 
Drive in Beverly Hills, Cal., has been 
named district sales manager for 
Northern California and the Pacific 
Northwest by Gruen Watch Co. 

# Robert S. Peters, manufacturing 
jeweler, has moved from 376 Sutter 
St. in San Francisco to 210 Post St. 
» CC. Alvin Glass, manager of Kay 
Jewelers at 2548 Mission St. in San 
Francisco, was named “Merchant of 
the Week” recently by the San Fran- 
cisco News. A former president of the 
Mission Street Merchants Associa- 
tion, Glass has been manager of the 
Kay Jewelers Store since it opened 
15 years ago. 

= Voll’s Jewelry at 258 W. Portal 
Ave. in San Francisco has been pur- 
chased by Oswald Caamano. Miles 
Olwine was former owner. Caamano 
comes from Ecuador, learned the 
watch and jewelry repair trade in 
Panama City. He came to San Fran- 
cisco seven years ago. 

e Virgil Pratt of Pratt Jewelers at 
1132 Main St. in Alturas, Cal., was 
elected 195th District Commander of 
the Veterans of Foreign Wars, De- 
partment of California. 

e Joshua Torezyner of the Pacific 
Diamond Co., diamond wholesalers at 
657 Mission St. in San Francisco, 
spent three months this last summer 
touring Europe on a combination 
business-pleasure trip. 

e» The San Francisco Gem & Min- 
eral Society’s Fifth Annual Fair was 
held Oct. 18-19 at the Scottish Rite 
Auditorium. 


o Mr. and Mrs. Aaron Thorne and 


their son, Donald, made a seven-week 
business-pleasure trip to the Orient 
this summer. Thorne is western sales 
manager of Benrus Watch Co. 

= The Second Pacific Trade Show 
and the 26th CRJA Convention will 
be held at the Statler Hotel in Los 
Angeles, Aug. 30-Sept. 2, 1959. Martin 
R. Thomas, of 215 E. Second St. in 
Pomona, has been named convention 
charman. 

= New officers of the Golden Nuggets 
are: Jack H. Spiro of Lovebright 
Diamond Co., president; Ralph Gomez 
of Gomez Manufacturing Co., first 
vice-president; Rudy Apffel of Van 
Craeynest & Linzer, Inc., second vice- 
president; and John Cook of Hamil- 
ton Watch Co., secretary-treasurer. 
Directors: Gene Siekert, A. A. Colvin, 
John J. Loretz, Al Micheli, Ted 
Greenfield, Bill Henderson, Claud 
Burright, Charles Toley, Robert Men- 
delson, Max Mandelbaum, George 
Gillingham, Charles Simon, Leonard 
Ross, and Frank Small. 

s Alderson Jewelers has moved from 
455 University Ave. in San Diego to 
3880 Fifth Ave. 


American Gem Society sien 
Hawaii tour after conclave 


Members of the American Gem 
Society with $386 extra dollars and 
seven days of time to kill are plan- 
ning a trip to Hawaii right after 
their four-day annual conclave 
closes Mar. 3 in Los Angeles. They 
can bring their friends, too. 

Trip cost is $386 per person 
(double occupancy) or $350 per 
person (single occupancy). Price 
includes round-trip fare from Los 
Angeles, room at the Hawaiian 
Village Hotel, several tours and 
several meals. Members can stay 
longer on a special plan. 





MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware BELLEEK China 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 








Importers of 


ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New Yerk 10, N. Y. 
AL. 4-0104 











WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 
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cotienell 


' Executive Appointments 


For Over 68 Years 


MONEY CLIP 
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R ACIl N Ee | Benjamin cadahaes 


Benjamin H. Natchez has been 
: named controller of Bulova Watch 
in the Largest | Co. For the past two years 
| Natchez has been assistant to 
Bulova’s financial vice-president. 


He is a former chairman of the 
Ti Vi = ae) Metropolitan Controllers’ Associa- 

tion and is a member of the Amer- 

ican Management Association. 


Has Specialized | 


1-1 [-Tot dle) al-mme), 


John C. Chiappe has been appoint- 


ed assistant controller of Bulov: > 

: S ) oO O uiova $5 00 es $]900 
Watch Co. He has headed the 
firm’s accounting staff for the past See the complete line of 


12 years, has supervised Bulova’s hsieon iacchendieé- ia: 7 TM 
complete internal accounting pro- o 
1959 Becken Book’’ mailed 


| cedure. 
| October Ist to retail jewelry 


Edward W. Mulligan has _ been stores throughout America. 
named sales manager of sterling 


silver flatware and hollowware for 
| Towle Silversmiths in Newbury- f f, f 
| t e e 


port, Mass. 
e GALLET € GUINAND TIMERS 


° Oe Sryeecereeserent eee Jack Tierney has been appointed CHICAGO 


(THROUGH YouR WwoLESALeR ) lvereeenteriaw dire 22 W. MADISON STREET 
Angeles branch of A. Cohen & 


Write for the Lotest | Sons Corp. Tierney is a former 
division manager of E. W. Reyn- 


was Bae Ve wane shite, tte, DENVER 


Featuring Timers and : 511 — 16th STREET 








Chronographs for Every | Penalty for too-little postage 


Sport and Technical Use | postponed again, to Feb. | NASHVILLE 
| The Post Office Department is 
| again postponing a special 5-cent 315 — 4th AVENUE N. 


| penalty on postage-due mail. The 








new postponement, until next Feb. 
JULES RACINE & COMPANY tc. l, will “avoid confusion during CINCINNATI 
Specialists in Fine Timers — Since 1890 the holiday season,” the Depart- 
20 WEST 47th STREET. NEW YORK 36 ment says. 37 W. 7th STREET 
Businessmen have been protest- 
ing the penalty. 
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Significant... because the U.S. Department of Vital Sta- 

tistics reveals that the bridal market will reach a total of 

1,660,000 marriages in 1959 . . . 1,927,000 in 1964... 
2,279,000 in 1970. Concurrently there is a consistent trend toward equal numbers 
of weddings in each month, which means more monthly purchases by this Must- 
Buy market. Based on an average expenditure of $3,388 the present five billion 
dollar market will swell to 7'/2 billion by 1970. 


To meet the immediate and insistent demands of this growing market... 


MODERN 


IDBERILT. 


commencing with ate aS 1959 issue. 
will be published ‘bi-monthly . . . the first 
and only bridal magazine to * published 
0 times a year instead of four times, 
and guar anteeing the largest annual 


net paid dirénlation . ig 750,000 


MODERN BRIDE /6 TIMES A YEAR MEANS... 


1 More informative, up-to-date editorial 
2 Increased activity at the retail level 


3 A continuous parade of new readers with 
each issue 


4 The largest guaranteed net paid circulation 


§ The lowest cost per thousand of any 
bridal publication 


. MEMO TO 
THE JEWELRY TRADE: 


This is what MB/6 means to you! In 1959, 750,000 
Modern Bride readers will spend an average of 
$1,542.47 0n jewelry forthemselves and theirattend- 
ants, on fine china, glassware, sterling, silver- 
plate and stainless flatware...representing a year 
‘round market of@ver one billion dollars.)Now, with 
MB/6 you will be able to tell and sell this Must-Buy 
market your products...at precisely the Must-Buy 
period, and at the lowest cost per thousand of any 
bridal publication. For details, call your Modern 
Bride representative today. 

















MODERN BRIDE * ONE PARK AVENUE « NEW YORK 16.N.Y. © OREGON 99-7200 
4345 WABASH, CHICAGO 5. ILL WA 2-491! © 215 WEST 7TH ST. LOS ANGELES 14 CAL MA 7-4083 














Qbituaries 











Charles Thomae, 87, founder of 
Charles Thomae & Sons, a highly 
specialized silverware and metal 
business in Attleboro, Vt., died 
Sept. 2. He was a member of the 
Boston Jewelers Club, and was 
considered a master craftsman in 
silver design. His son, Herbert L. 
Thomae, is president of the bos- 
ton Jewelers Club. 


Samuel H. Deutsch, 66, for more 
than 40 years a prominent jeweler 
and sports figure in Cleveland, 
Ohio, died Sept. 4. He became 
president of Rudolph Deutsch Co. 
in 1949, was elected chairman of 
the board in 1956. He once owned 
the Cleveland Bulldogs, a football 
team, was promoter of a world 
championship featherweight bout. 
Famous toastmaster George Jes- 
sel served as m.c. at Deutsch’s 
65th birthday luncheon for 500 
guests, and two elephants wearing 
banners. 


Julian Taliaferro, executive of 
John W. Taliaferro & Sons, large 
retail store in Harrisonburg, Va., 
died Sept. 30 


Philip H. Stevens, 89, founder of 
one of the oldest jewelry stores 
in Hartford, Conn., died Sept. 15. 
Stevens brought his namesake firm 
to Hartford from Bristol in 1902. 
He had been a watchmaker since 
L890. 


Sidney Alliance, 51, owner-opera- 
tor of Alliance Jewelry Co. in 
Cleveland, Ohio for 28 years, died 
Sept. 16. He was a member of the 
24 Karat Club. 


Victor E. Jacobs, 85, pioneer jew 
eler who began in Jacksonville 
Fla., in 1890, died Sept. 14. Orig- 
inal firm name, V. E. Jacobs Co., 
was changed to Jacobs Jewelers, 
Inc. Jacobs remained president of 
the firm until his death. 


David Rosen, 62, founder of Nesor 
Alloy Products Co., maker of fine 
wire and strip in Newark, N. J., 
died Aug. 5, while on a tour of 
Europe, in Germany. 











You Can Bank On | Coming Events 


McGRAW 


Silverware Chests 


N O V EM BER 
7-16—Costume Jewelry Board of 
Trade of New York Show, Hotel Gov- 
ernor Clinton. 
8-16—United Jewelry Show, Shera- 
ton-Biltmore Hotel, Providence, R. I. 


JI AN U AR Y 

4-9—Atlantic City China & 
Show, Convention Hall. 

5-8—Southern Trade 
Key Auditorium, Miami. 

5-8—Gift, Jewelry, Toys & 
venirs, Biscayne’ Terrace, 
Beach. 

11-14—Pittsburgh Gift Show, Penn- 
Sheraton Hotel. 

12-16—Winter Market, The At- 
lanta Merchandise Mart, Atlanta. 

18-23—4&th California Gift Show, 
Ambassador and Biltmore Hotels, 
Brack Shops, Merchandise Mart, Los 
Angeles. 

18-23- 


MARTY MILES BILL PLAFSON 
COMBINED 


INTO ONE GREAT 
SALES ORGANIZATION 


SDEAS 


“UNLIMITED” 


SALES PROMOTIONS 
INCENTIVE 
SALES PROGRAMS 


NOW GIVES 


Glass 





Fair, Dinner 


Sou- 
Miami 


No. 926 


For steady, year round 
profitable sales. 


Choose from a wide vari- 





ety of styles and sizes to fit 
any plan for sterling, plated- 
Home 
Hotel 
Build- 


New York Lamp & 
Furnishing Accessories Show, 
New Yorker and Trade Show 
ing. 

19-22—-Southeastern China, 
& Gift Show, Atlanta Biltmore Hotel 
and Municipal Auditorium, Atlanta. 

25-28 Washington Gift Show, Ho- 
tel Willard. 

26-28—Amarillo Gift Show, He 
ring Hotel, Amarillo, Tex. 

26-29—Carolina Gift Mart, 
line Gift Mart, Radio Center, Char- 


WELCOME WAGON’S lotte, N. ¢ 


personal touch fiweanwom 


Hotel, Los Angeles. 
ASSURES YOU OF CUSTOMERS 26-31—Parker House 


Parker House, Boston. 


ware and stainless promo- 


tions, 


Write today for illustrated Gla 
, . rlaASS 


Lrochure. 


McGraw Box Company 


INCORPORATED 
McGRAW ° NEW YORK 











(‘aro- 


l7th California Lamp, Pie 
Show, Biltmore 


eee * 2 24 4 * *% ** 4 444447474 4740740" 


SS 


TAKE NO CHANGES 


WHEN WE CONDUCT 
YOUR SALE! 


WE GUARANTEE 


4 TRAFFIC & VOLUME 


Gift Show, 
We make new customers for 
your jewelry store—retain 
old customers, bring back 

ae lost customers. The WEL- 1-4 

COME WAGON HOSTESS, a respected 
member of your community — presents 
a personal greeting from you to your 


FEBRUAR Y 


Butfalo Gift Show, Hotel Stat 
ler Hilton. 

1-12—-Chicago Gift Show, 
Hotel and Palmer House. 


LaSalle 


neighbors. We successfully serve more 
than 1100 jewelry stores! 
FOR INFORMATION, WRITE 


WELCOME 
WAGON 


BUILDING 
685 FIFTH AVE., NEW YORK 22, N. Y. 


Pi a —— 


i—Boston Jewelers annual 

banquet, Hotel Statler. 
15-18—Cleveland Gift 

Statler-Hilton. 
22-26—Allied Gift and 


7 Club 
Show ; Hotel 


Jewelry 


1% MINIMUM EXPENSE 


% PROFITS & GOODWILL 


1k TRAINED PERSONNEL 
{4 PERSONAL SUPERVISION 


* RESULTS! 


y= es oe ee ee 227 287 Oe 


—_——_— 
i, Ai, 


(spring), Hotel Adolphus, Dal 
las, Tex. 


épep 67 
—  ~ ‘ 


Show 





(Crustal Clea 





{Me )74-MRelel® 
GLASS DISPLAY DOMES Lr New York (,1ft Show. Hotel ? Penna ali. ie AD So tinal» 
i for Safe and Easy na 


onl ~ ya Aa fe an a New Yorker and Trade Show Build- SUCCESSFUL SALES IS 
ing Cake Omaments, Supplied with Wainut, | ing. 1 YOUR ASSURANCE AND 
= rtial List of Siz MARC RH OUR GUARANTEE FOR A 

3.50 8-11—Denver Gift & Jewelry Show SUCCESSFUL SALE 


3.75 (spring), Hote] \lbany. 


} » 
“ ; apse ; » 

a 8-12 Joston Gift Show, Hotel 

J ‘* ‘ ‘ 

2 ' 13.50 Statler and First Corps Cadet Ar 

CLOCK DOMES ) 
WITHOUT BASES mory. 

a P a = 15-18—Philadelphia Gift Show, Ho- 

_" | 


313 gh tel Benjamin Franklin. ‘ 

m2 tS"........ CM 21—Manufacturing Jewelers & Sil- “UNLIMITED” 

Glass ‘'Protecto’’ Watch) versmiths of America annual banquet, 4 

ergo nary ge Statler-Hilton Hotel, Boston. 842 WEST FLAGLER ST. 
MIAMI, FLA. 


PLAZA * FRANKLIN 
7-2973 4-3030 


>* «@ *® *® * 2224247 474700707747 77 © 2% 


Packaged 


9° 7 eo. * 


pre's - y 
| $14.00. 1 doz. $24.00. | 





MA Y 
17-22—-New York Stationery Show, 


Hotel New Yorker. 


All Prices Net Wholesale F.O.B. Chicago 
Write for complete list of sizes 
Crystal Glass Tube & Cylinder Company 
7317 South Chicago Ave., Chicago 19, Hl. 
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alive with 
quality 


el-7- 10h G ae-lale. 
brilliance ata 
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JACI ili Nc 


1311 LOMBARD STREET, 
PHILADELPHIA 47, PA. — 








News of Personnel 








Robert J. Ryan has been appointed 
assistant to Southeast territory man- 
ager Morton EK. Reynolds for Gemex 
Corp. of Union, N. J. R. Haskell 
Smith, who previously held the post, 
has been advanced to Southwestern 
territory manager. Ryan will act as 
sales representative in Alabama, 
Maryland, Florida, Georgia, Louisi- 


ana, Mississippi, Tennessee, Virginia, 


North Carolina, South Carolina and 
Washington, D. C. He was formerly 
with General Motors. 


Donald Balthasar Robert Ryan 
Donald E. Balthasar has been ap- 
pointed Southeast sales representa- 
tive for Hamilton Watch Co. He will 
cover Alabama and part of Georgia 
and make his headquarters in At- 








WATCH 


Extraordinary Opportunity 
for a Salesman Capable 
of Earning 
$15,000 to $25,000 a Year 


We're looking for the just-right man to represent us on the 
WEST COAST 

. . . The man we seek should be experienced, reputable 

and have a following among the retail jewelers in this 

territory. We are looking for a top-drawer salesman— 

and are prepared to pay him exceptionally well! . . 


Give full particulars in your letter. All correspondence 


in complete confidence. 


FAVRE-LEUBA Watch & Chronometer Co., Inc. 
665 Fifth Avenue, New York 22, N. Y. 
Plaza 3-5451 


SALESMAN 








£ 
Cy 


VELERS 


lanta. He has been with Hamilton 


since 1955. 


Frank H. Smith has been appointed 
East Coast and South sales represen- 
tative for Gomez Manufacturing Co., 
Inc., ring manufacturers and diamond 
importers. He will make his head- 
quarters in Baltimore. 

Howard L. Mallory has been ap- 
pointed sales representative for the 
Medallion Giftware line of the Mirro 
Aluminum Co. of Manitowoc, Wisc. 
His territory includes North Carolina, 
South Carolina, Tennessee, Missis- 
sippi, Alabama, Georgia and Florida. 
He will make his headquarters in At- 
lanta. 


Harry R. Wetsten will represent 
the retail division of Wallace Silver- 
smiths, Inc., in North Carolina, South 
Carolina and Virginia. He has served 
on the board of directors of the South- 
ern Jewelry Travelers Association for 
the past two years. Fomerly with Wal- 
lace for seven years, he was associated 
with the Southern sales division of 
Hamilton Watch Co. for six years. He 
is also an honorary member-at-large 
of the board of directors of the Ala- 
bama Jewelry Association. He resides 
in Charlotte, N. C. 


Carl Foster Forrest Brooks 
Seth Thomas Clocks division of 
General Time Corp. recently appointed 
two new salesmen: Carl A. Foster of 
Dallas will cover Texas, Oklahoma, 
Arkansas, Louisiana and Mississippi. 
He was formerly with Fred Swartz & 
Co. Forrest C. Brooks of Kansas City, 
Mo., will cover Kansas, Missouri, 
Iowa, Nebraska, Minnesota, North 
Dakota and South Dakota. He was 
formerly with Wadsworth-Hadley. 


Training extra help? 


“Fitting Into the Selling Picture,” 
containing 32 pages of selling facts, 
will teach your holiday help how to 
sell clocks, watches, silver, china, 
glass, etc. Price: 50¢ per copy from 
JC-K, 56th & Chestnut Sts., Phila- 
delphia, Pa. 
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Manufacturers’ 


News of Products and Promotions 





Gemex offers free jewel case 
with assortment of 12 bands 

This top-grain cowhide jewel case 
is being offered with an assortment 
of 12 men’s and ladies’ Gemex watch 
bands. 

The bands range in retail price 
from $5.50 to $11.95 and each is pack- 
aged in Gemex’s new “Black Brilli- 
ance” display case. The jewel case is 
free to the jeweler, who can keep it 
for himself or sell it at its consumer 
value of $10. 

As a special incentive for wholesale 
salesmen, Gemex is also offering a 
portable radio for every 15 assort- 
ments sold. 

Assortment (A-64) costs the retail- 


er $102.50 Keystone and nets him a 
profit of $61.70. 
From Gemex Corp., Union, N. J. 


$160,000 in stocks, bonds 
offered in Remington contest 

Remington Rand Electric Shaver 
division will give away $160,000 
worth of stocks and bonds in the sec- 
ond annual “Share of America” con- 
test. 

The first prize is $25,000 worth of 
any stocks or bonds listed with the 
American or New York Stock Ex- 
change; but if the winner buys a 
Remington shaver during the contest 
period the prize will be doubled. There 
will be 407 other prizes ranging from 
a $15,000 investment portfolio to a 
$100 Savings Bond. 

Contestants must complete this 
statement in 25 words or less: “A 
Remington Electric Shaver is an ideal 
gift because. temington is dis- 
tributing entry blanks to its dealers. 

The contest started Oct. 13 and will 
close Nov. 26. Color ads will appear 
in Life, Look, Saturday Evening Post 
and Reader’s Digest. 

During last year’s contest, 48 per 
cent of all contestants and 90 per 
cent of all winners purchased shavers, 
Remington said. 


j - or ’ 
LAR-KEYSTONI 


Oneida aims at baby-gift 
market with lighted display 

This wrought iron kiddie display 
from Oneida was designed to help 
dealers concentrate on the growing 
baby-gift market. 

The continuing increase in the num- 
ber of births per year not only her- 
alds a vast market for the future but 
adds up to a truly impressive mar- 
ket right now, Oneida says. 

The lighted display has a large 
storage space and can be used as a 
selling island or wheeled to the front 
of the store in the evening to make 
an eye-catching nighttime display. 

Dealers may buy the display with- 
out silverware, but when purchased 
with orders for Community and Tudor 
Plate or Heirloom Sterling and/or 
1881 Rogers, the cost is less. 

Contact your Oneida wholesaler or 
representative. 


Distributors import Chaumont; 
sell only to repair jewelers 

Ten materia! distributors have 
grouped together to import the Chau- 
mont watch from Switzerland. 

They are: Prague-Kurtz Co., Inc., 
Houston; Norvell Marcum Co., Tulsa; 
C. R. Leeds Co., Minneapolis; Pacific 
Jewelers Supply, Los Angeles; Carl 
R. Shaffer & Co., Kansas City, Mo.; 
Primrose Jewelers, Salt Lake City; 
Southern Watch Supply, Charlotte, 
N. C.: and E. & J. Swigart Co. of 
Pittsburgh, Cincinnati and Washing- 
ton, D. C. 

The one-jewel pin lever Chaumont 
watches retail from $9.95 to $19.95 
and offer, the distributors say, several! 
advantages: A better than Keystone 
markup; a guarantee slip that places 
high emphasis on trade-in value on a 
finer watch; and a 90-day guarantee 
period that sets the top repair at 
$2.95. Through controlled distribu- 


tion, the watches are sold only to re- 
tail jewelry stores that have repair 
departments. 

Display boxes (at 50¢ each), mate- 
rial kits (at $1.95 each) and point of 
sale displayers are available. 


Berg Selector cases feature 
moving trays, more merchandise 

Moving merchandise trays in the 
new Berg Selector case can display 
more items than two eight-foot show 
cases, the manufacturer says. 

The trays follow an automatic 
eycle, moving forward for fvuur sec- 
onds and pausing four seconds. A 
“hold” switch lets the customer stop 
the motion or reverse the tray move- 
ment. 

Berg Selectors are available in five 
models: 

e “Salesmaker”’ is a floor case in 
blond-finished birch with 29- or 44- 
tray capacity. It has a heavy plate 
glass top and interior neon illumina- 
tion. 

e “Merchandiser” occ up les 34 
square feet of floor space, is 26% 
inches high and finished in natural 
birch. 

e “Profitmaker,” also in 
birch, may be obtained with 18 4-by 
lve - 


natural 
19%-inch trays or 30 3*4-by 
inch trays. 

e“Sportmatic,” in mottled black or 


brown, is designed for use In a show 








window or on a counter and has eight 
white styrene plastic trays. 

e “Jewelmatic” has curved plexi- 
glass front and is available in a black 
or brown mottled finished with six 
moving trays. 

Contact Berg Co., Ine., 1300 E 
Jeltline, Madison, Wis. 





Mark Vil Watch Band Display 
Holds Four Dozen in Storage 
Counter display features six Mark 
VII watch bands and has 
space for four dozen. 
Unit has 


front and gray 


jet-black 
spatter-work 


act Watchbands, North 


Lieboro, Mass 


New 64-page mailing booklet 
illustrates Enduring charm line 


\ 64-page booklet illustrating hun- 


dreds of Enduring charms is being 


offered to jewelers with their own im- 


cover. 

be used as a malling 

as part of a special promo 

- booklet is available in limited 

for immediate imprinting and 

hipped in three weeks. (The 

nting will take two months 

) They are being offered at 

following prices: $60 for 500 

ts $100 for 1.000. $180 for 

2.000. In orders of 5,000 or more they 

t $.07 per copy, including imprint- 

(harms illustrated in the book- 
retail at $1.50 to $70 Keystone. 

font Pearlman, Inc., 125 W 

York. 


Forstner's tassel bracelets 
aimed at teen-age market 
nv advantage of the growing 
In teen-age jewelry, Forstner, 
as introduced a line of sterling 
and gold filled tassel bracelets 
rned after its “Token of Love” 


‘* 


alled *‘Teen-ettes, the new line 


storaye 


velour panel, 


features tassels, discs and engraving 


plates on a wide variety of snake, 
heavy curb and fancy link chains. 
Several numbers also utilize cultured 
pearls. Prices begin at $4.20 each. 
retall. 

An accelerated advertising pro- 
vram for the fall and Christmas sea 
sons has been instituted by Forstner. 

W. Kent Schmid, advertising di 
rector, said that such consume 
magazines as Esquire, Sports Illus 
trated, Tie . The New Yorker, Made 
, seventeen and The Ameri- 
can Weekly will be used to put Forst 
ner products in the public’s eye. A 
brochure to retail jewelers across th 
country will help pre-sell the line fo 
l‘orstner salesmen. 


HWigine lle 


A special subject in this stepped-up 
advertising effort will be their new] 
introduced leather version of the 
“Komfit” watch band. Available in 
wlligator or calf, black or brown, the) 
are manufactured with a gold filled 
or stainless steel trim. 

A monthly publication which pro- 
vides information and reports on new 
products and personnel for wholesale 
distributor salesmen has also been 
instituted by Forstner. 

Called The Forstner Flyer, the 
newspaper is mailed to all salesmen 
and key administrative personnel of 
the approximately 80 Forstner dis- 
tributors across the country. 

Contact Forstner, Inc., Irvington, 
N. J. 


. Keepsake 


Keepsake motion display hangs 
from ceiling-attached motor 


Keepsake’s hanging motion display 
revolves slowly at eye-level in the 
window, suspended by a strong, al- 
most invisible thread from a heavy- 
duty motor that can be attached to 
the ceiling. 

A miniature bride in silver and 
white stands within a gold wire ring 
below a gold and white pennant. The 
pink base is edged with gleaming 
multi-faceted mirrors highlighting 
the words, “Registered and Guaran- 
teed Perfect.” Display measures 12 
inches wide, & inches deep and 20 
inches high. 

Contact A. H. Pond Co.,_ Inc., 
Syracuse 2, N. Y. 


Hamilton offers displays to put fine watches on counter 


Hamilton believes that if quality 
watches are displayed right on the 
counter top, where they can be seen 
and appreciated, they will sell faster. 

In backing up this theory, the com- 
pany is offering high-styled units de- 
signed especially for counter top dis- 
play of Hamilton conventional and 
electric watches. This selling tool is 
a sure means of obtaining more 
profit through higher unit 
Hamilton believes. 

The on-counter units are available 
in two styles, one of which is lighted 
(this can be also used as a night dis- 
play). Both styles are glass enclosed 
and available in walnut or limed oak. 
They have hidden spring locks, non- 
skid, rubber-tipped legs and are tail- 


sales, 


ored to hold the watch pads from 
Hamilton’s deluxe boxes. An _in- 
counter display unit, designed along 
the same lines, is also available. 

Included in the series is a special 
display for Hamilton’s new electric 
watches. Since the electrics are a new 
concept in timekeeping, the company 
believes it is to the jeweler’s advan- 
tage to display them apart from con- 
ventional timepieces and this on- 
counter merchandiser is built and 
styled to do just that. It is glass en- 
closed, comes in walnut or limed oak 
and holds eight models. It also has a- 
built-in space for displaying a run- 
ning electric movement. 

Contact Promotion Dept., 
Hamilton Watch Co., Lancaster, Pa. 


Sales 
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Display unit holds assortment 
of 14K diamond-pearl pendants 

Diversified display unit of six dia- 
mond and rose cultured pearl pen- 
dants is being offered by Kimberly 
Gem Co. 

Each is set with from one to three 
diamonds in 14K white gold and has 
a 14K gold chain. Unit assortment of 
six pendants, $154 Keystone. 

Contact Kimberly Gem Co., 62 W. 
47th St... New York. 


L & R reception ‘enthusiastic’ 
at West Coast RJA convention 


“Enthusiastic” was what Phil 
Rosenberg, L & R Pacific Coast man- 
ager, called the reception of L & R 
ultrasonic watch cleaning machines, 
cleaning solutions and accessories at 
the recent jewelry show and conven- 
tion in Los Angeles. 

“West Coast jewelers exhibited 
particular interest in the L & R UlI- 
trasonic unit,” Rosenberg reported. 
“The generator and transducer com- 
bination converts any L & R Master, 
Mastermatic or Automatic Watch 
Cleaning Machine into an ultrasonic 
cleaning unit. Selling for $290, it is 
attachable right at the watchmaker’s 
hench.” 

Al Hendler of L & R’s Arlington, 
N. J., home office, assisted Rosenberg 
in demostrating the equipment. 


Speidel mat ad book available 
for Christmas tie-in promotion 


Speidel’s fall-Christmas book of re- 
tail mat ads is now available to jew- 
elers. 

Jewelers should use these ads, the 
company says, to tie in with Speidel’s 
multi-million dollar advertising pro- 
gram. Each week, Speidel merchan- 
dise is seen by over 35 million TV 
viewers on NBC’s The Price is Right. 
The mat ads will tell these prospects 
where to buy the products they've 
seen. 

The free book is organized from a 
retailer’s point of view, Speidel em- 
phasized. Special sections feature the 
new “Look of Diamonds” ladies’ 
watch bands, the new “American 
Jet” and “Golden” series of men’s 
bands, Christmas omnibus ads, repair 
service ads and ads for men’s and 
women’s jewelry. 

Write Advertising dept., Speidel 
Corp., 70 Ship St., Providence, R. I. 
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Longines Symphonette returns 
for new Sunday radio series 

The Longines Symphonette is back 
on the air. 

Known to millions during its over 
20 years of radio broadcasting, it is 
being heard every Sunday afternoon 
for two full hours over the CBS radio 
network. 

The Symphonette has grown from 
a small string ensemble to a large 
concert orchestra which presently 
travels regularly throughout the na- 
tion giving live concerts and personal 
appearances. Its new fall series will 
be conducted by Mishel Piastro, re- 


nowned violin virtuoso and conductor 


of the Symphonette since its incep- 


tion. 

The radio broadcast, which began 
the second week of October, is spon- 
sored by Longines-Wittnauer Watch 
Co. of New York. 


Audience Digs TV Jaz Shows; 
Timex Continues Hipsters’ Hops 


Timex will continue to supplement 
its regular television programming 
with a series of All-Star Jazz Shows 
during the 1958-59 TV season. 

The next Timex Jazz Show will be 
televised on the CBS network Nov. 
10 at 10 p.m. (EDT). Louis Arm 
strong, Anita O’Day, Les Brown and 
his band, the Chico Hamilton Quintet 


and Gene Krupa have been signed. 





KIMBERLY GEM (C0. presents 
Fd — ary VU, hi e 


GENUINE 
DIAMOND 


ultured Pearl 


K | 


Rin gs 


MBERLY 


/ 


Fe CULTURED PEARL AND GENUINE DIAMOND RINGS 
10KT WHITE GOLD 


BEAUTIFUL DISPLAY TRAY INCLUDED $ 00 
Complete 


Total Return — $198.00 


Your Cost — $62.00 


YOUR TOTAL PROFIT — $136.00 
There is a Kimberly Salesman in your territory. Write today, and we will send him to see you. 
America’s largest manufacturer of Gold Rings set with Cultured Pearis, Colored Stones, Diamond Onyx, 
Synthetic Star Sapphires, Zircons. OVER 2000 DIFFERENT STYLES. 


62 West 47th Street . 


New York 36, N. Y. ’ 








JUdson 2-4794-5-6 


Ronson buys Godfrey TV time; 
introduces ‘Roto-Shine’ polisher 


Ronson Corp. is currently sponsor- 
ing portions of CBS television net- 
work’s “Arthur Godfrey Time.” 

Once weekly, on alternate Tuesdays 
and Fridays, Godfrey will promote 
Ronson’s “CFL” electric shaver and 
its new “Hood ’N Comb” hair dryer. 
Ronson began its sponsorship Sept. 
26 and will continue it through the 
(Christmas selling season. 

Ronson also announced a_ recent 
addition to its electrical appliance 
line: the “‘Roto-Shine” portable elec- 
tric shoe polisher. 


With interchangeable brushes and 
buffers, it can clean, polish, brush and 
buff any color shoe. Suggested retail 
price, $19.95. 

Contact Ronson Corp., Woodbridge, 
Me de 


New selling - 


opportuniti 1 
with 





LINDE’ STARS 


‘SignMaker' cuts cost, time 
of making hand-painted signs 

Retailers can now make their own 
signs, mailing cards and advertise- 
ments at an average cost of less than 
\¢ per card with their new “Sign- 
Maker” kit, Columbia Sign Equip- 
ment Co. says. 

The “SignMaker” operates on a 
guided stencil principle using letter 
and numeral plates designed to give 
fast and economical results. No ex- 
pensive mechanical contrivances or 
heavy, hard-to-handle fonts of loose 
type are necessary, the manufacturer 
claims, and anyone can learn to use 
the kit in less than an hour. 

Furthermore, the company says, the 
“SignMaker”: 

e Provides a large selection of let- 
ters and numbers from *% inch high 
to 18 inches high. 

e Automatically “squares up” your 
lettering. 

e Contains 18 colors and moisten- 
ing jars and a special “immediate- 
dry” paint which cuts signmaking 
time 75 per cent. 

Contact Columbia Sign Equipment 
Co., Columbia, Pa. 


Case History of a Success 
Written by Bell & Howell 


The Dallas Story, a booklet telling 
of successful home movie merchan- 
dising by jewelers around the coun- 
try, is being distributed by Bell & 
Howell. 

The booklet highlights the story of 
a Dallas jeweler who grossed over 
$11,000 in photo sales alone. It also 
tells other success stories based on 
Bell & Howell’s home movie sales pro- 
gram. It points out that Bell & 
Howell movie outfit sales totaled as 
much as 20 per cent of the gross in 
some jewelry stores. 

Contact Bell & Howell, 7100 
McCormick Rd., Chicago. 


Ring tray counter display free 
with six ‘Long-Life’ bridal sets 


This ring tray for counter or win- 
dow display is free with a group of 
six “Long-Life” interlocking diamond 
ring sets. 

The group consists of bridal pairs 
set with 1,6, 8, 10, 14 and 23 diamonds. 
The entire series sells for $246.80 
Keystone. 

Contact Lieber & Lerner, Inc., 305 
E. 46th st., New York. 


NEW ADVERTISING! NEW PUBLICITY! NEW PROMOTION! 
Powerful New Plans to help you sell more ‘Linde’ Stars to more customers than 
ever before! Contact your ‘Linde’ Star supplier for full information about these 
man-made star sapphires and star rubies, so perfect only an expert like yourself 
can tell them from nature’s own gems. 


‘Linde’ is a registered trade-mark of Union Carbide Corporation lucc) 
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Edwin Freed to distribute new 
‘Scintillite’ display light 

Edwin Freed Ine. has been ap- 
pointed a “Scintillite” distributor for 
the jewelry industry. 

“Scintillite” is a new idea in ani- 
mated display lighting designed to 
add brilliance and flashing sparkle to 
window and in-store displays. 

Also, the company claims because 
of its low heating capacity “Scintil- 
lite” will not fade or dry out drapes 
and window trimmings and, in addi- 
tion, it uses 50 per cent less wattage, 
for a saving in cost. It is available in 
two models. Jewelers can obtain a 
free demonstration. 

Contact Edwin Freed Inc., 150 W. 
16th St., New York. 


Ring Guild offers mats, displays 
to aid ‘big Christmas’ selling 

News bulletins and order forms for 
newspaper mats, booklets, display 
cards and displays are being sent to 
the trade by Ring Guild of America, 
Inc., to prepare jewelers for a pre- 
dicted “Big Christmas.” Specifically: 

e Free newspaper mats each month 
featuring the official birthstone of the 
month. 

e Full-color, 16-page _ booklets 
showing and describing the _ birth- 
stones of each month. ($13.25 for 250; 
$25.75 for 500; $49.90 for 1000.) 

e Lighted shadow box display fea- 
turing a colored picture of rough and 
cut stones and rings. Cost $3.43. 

e Set of 12 four-color self-standing 
display cards illustrating the birth- 
stone of the month. Cost, $1.90. 

Contact Ring Guild of America, 
Inc., 608 Fifth Ave., New York. 


‘Symphony of Styles’ display 





This conductor leads not only a 
symphony but an array of jewelry 
styles by Krementz in this animated 
“Symphony of Styles” display. 

The unit is finished in cream and 
gold and the conductor stands on a 
red velvet platform in front of an il- 
luminated translucent plastic back- 
drop. To add to the display’s reality, 
the maestro moves in a semi-circle 
while conducting the orchestra. The 
jewelry is in leatherette cases on gold- 
sprayed metal stands. The display 
measures 25 inches wide, 16 inches 
high and 13 inches deep. 

Contact Krementz & Co., 49 Chest- 
nut St., Newark, N. J. 
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Easel Display Card Features Six 
Leather Watch Straps by J-B 


Full-color, plastic - coated, easel- 
back display holds assortment of six 
leather watch straps. 

Straps, which retail from $1.50 to 
$6.50 each, are Norwegian calf, suede, 
buffalo calf, alligator, shell cordovan, 
alligator-lizard and baby alligator. 
Available in flat or padded styling in 
brown, grey, tan and black. Per card 
of six from $6.95 to $31.80 Keystone 

The watch straps, as well as J-B’s 
entire line of watch bands and Photo- 
Vue Idents are in a new catalogue. 





Contact Jacoby-Bender, Inc., 62-10 
Northern Blvd., Woodside, N. Y. 


“COULDN'T BE 
IN BUSINESS 
WITHOUT IT!” 


“With our ENGRAVOGRAPH 
trophy business boomed and these 
people became regular and good 
jewelry customers. Now we en- 
grave their jewelry too. All of this 
is extra business, extra profits.” 


Nayte Schoonover 


Schoonover’s, Elmira, New York 








it’s easy, money with 


LP Eng favor ra 


“7 ™ the tracer-guided 
Se portable engraving 
machine anyone can 
operate—more than 
16,000 jewelers have it! 






Send for booklet 





mew hermes ENGRAVING MACHINE CoRP. 


13-19 UNIVERSITY PLACE, NEW YORK 3, N. Y. 
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Lady Foster-Matic introduced; 
new display offered with orders 


This display unit (left) in wood 
and French velvet is free to retailers 
with each order for six Lady Foster- 
Matic watch bands. 

The newly introduced adjustable 
bands come in two 10K gold filled 
styles and retail for $5.95 tax in- 
cluded. 

The Lady Foster-Matic offers the 
retailer the advantage of stocking 


just one length, yet having all five 


lengths available for sale, the manu- 
facturer says. 

Display unit is available through 
wholesalers from Foster Metal Prod- 
ucts, Attleboro, Mass. 





ANTWERP 
AMSTERDAM 





WE TAKE PLEASURE 


IN ANNOUNCING THAT 


JOSEPH J. BROUCEK 
IS NOW ASSOCIATED 


WITH OUR ORGANIZATION 


Fred’k M. Gottlieb & Co. 


DIAMOND IMPORTERS SINCE 1921 


55 E. WASHINGTON ST. 


CHICAGO 2, ILL. 


TEL AVIV 
NEW YORK 








‘Thin-O-Matic’ .165 inch thick; 
‘world's thinnest,’ Hamilton says 


Hamilton’s new “Thin-QO- Matic” 
measures .165 inches at its thickest 
point and is, the company says, the 
world’s thinnest waterproof automatic 
wrist watch. Most automatics have 
been .236 inches thick. 

This 30 per cent reduction in thick- 
ness from most other automatic 
watches was made possible, Hamilton 
says, by an innovation in the design 
of the automatic mechanism. Instead 
of an oscillating weight or rotor 
mounted on top of a conventional 
stem-wound movement, the self-wind- 
ing mechanism of the “Thin-O-Matic” 
is contained in the movement itself. 

In addition, the manufacturer says, 
the new movement’s design still leaves 
all parts easily accessible and the self- 
winding mechanism need not be dis- 
mantled to reach the watch move- 
ment. The “Thin-O-Matic” is also 
shock-resistant and anti-magnetic and 
has a luminous dial, unbreakable 
crystal, lifetime mainspring and 17 
jewels. 

“Thin-O-Matic T200” is 
with 14K gold case and retails for 
$150 FTI. Other models with «ases 
ranging in quality from 
steel to 18K gold will retail from $75 
to $185 when available. 


avallable 


: | 
Stainless 


Slanted ring display boxes 
offered in variety of finishes 


~~ 
0 49 
This new slanted display box is 
styled for single or tandem rings. 
Designed in white, ivory or blue 
pearl filnish, they are fitted with a 
variety of fine crystelle and silk vel- 
vets. One dozen to a container. Cost, 
$4.3 
$5.2 
By Standard Novelty Box Co., Inc., 
385 Gerard Ave., New York, and sold 
through wholesalers in the U. S. and 
Canada. 


» per dozen for single rings; 


5 per dozen for tandem rings. 





K & B's new setting creates 
illusion of larger diamond size 


Karlan and Bleicher’s new setting 
will give the illusion of larger size to 
emerald cut diamonds, the company 
Says. 

The setting has polished metal 
facets at the top which blend with 
and appear to be a part of the dia- 
mond. 

Newspaper mats are available 
with the rings which are distributed 
through your wholesaler. 

From Karlan & Bleicher, Inc., 156 
W. 52nd St., New York. 


International Offers Tie-in 
For ‘Biggest Ad in History’ 


What International 
terms “the largest silverware adver- 
tisement in the history of the indus- 
try” will appear on 14 consecutive 
pages of the December issue of 
(Coronet (on newstands Nov. 18). 

And to give retail dealers a local 
“tie-in”, a 16-page gift catalogue for 
direct customer mailing is available 
free under a special company plan. 

Contact International Silver Co., 
Meriden, Conn. 


Silver Co. 


Feature Ring offers ad mats 
for ‘Forever Darling’ pendants 


Oo 
ao | 


Newspaper ad mats featuring the 
“Forever Darling” diamond and cul- 
tured pearl pendant line are avail- 
able from Feature Ring Co. 

The “Forever Darling” line was 
introduced several months ago and 
the company reports an “extraordi- 
nary sales response” to it. The pen- 
dants are made in 14k gold in a 
variety of shapes and are set with 
diamonds and diamond-pear! combi- 
nations. 

Contact authorized wholesalers or 
Feature Ring Co., Inc., 130 W. 46th 
St., New York. 


Small-space ad mats come 
with ring drawing insertions 

Special small-space ad mats which 
allow retailers to individualize them 
by inserting choice of ring drawings 
are now available from Henry H. 
Harteveldt Co. 

“In over four decades of serving 
American jewelers, we have never re- 
ceived such unanimous approval from 
customers on advertising services pre- 
pared for them,” Henry H. Harte- 
veldt, Jr., said. 


Contact Henry H. Harteveldt Co., 


630 Fifth Ave., New York. 


Craftsman pushes Citations 
in national consumer ads 

Craftsman is featuring its Citation 
and Lady Citation billfolds for men 
and women in a pre-Christmas series 
of national consumer magazine adver- 
tisements. 

The ads stress “the handsome sty!l- 
ing and rich leathers that have made 
the Craftsman Citation a consistently 
successful volume gift item for stores 
across the country.” 

The billfolds retail from $5 

From Craftsman Billfolds, Pate: 
son, N. Pg 





A N Y lighter has this... 


aONLYET 
BEATTIE | 


é 


et LIGHTERS 


has this, also! 


mI 7S 


Once seen, your customers 
will never settle for any- 
thing else, because there is 
nothing elselike a Beattie’ 


When pipe-smokers (or gift-givers) ask “to see a 


lighter,” they really mean a BEATTIE JET 
LIGHTER. It’s designed for enjoying a pipe as it 
shou!d be enjoyed...to smoke tobacco—not matches! 
Just show a Beattie-Jet in action—and man, 
you've got a quick sale! Held upright, the Beattie 
functions with the conventional flame for cigars and 
cigarettes. When tipped slightly, it creates the 
unique jet flame that aims into the pipe-bowl. 
Many other selling points too: lighting camp- 


Biggest Consumer 
Advertising in 
Beattie History! 


: ka 
+ 
: %, 
* 
a“ 


YORKER 


fires and fireplaces; as a little “‘torch” for small 


soldering jobs; for blackening gunsights; for thaw- 


ing out frozen car-locks. 
Get set with the 


your Holiday buying 
ample stock on hand. 
Lighters are guaranteed perfect and 
come individually-bored with this 


NEW 3-LIGHTER DISPLAY! 


Beattie-Jet .. 
early to asaure 
All Beattie-Jet 


x llotise a hanien 
[pons AED 
\-Fishermar 


. Start 


(Shipped with any 3 lighters you choose) 


Retail at: $6.95—$8.00— a Ys 
$8.95—$9.95—$11.95— Here’s ac tion merchan 
$15.00—$21.00—$49.00 dise...with the one and 


Size of display: only 8”x8”. 


only JET-FLAME action! 


Write today for full information and catalog sheets of the complete line: 


BEATTIE JET PRODUCTS,INC, Dept. JC-K—19 East 48th St.. New York 17 


147 





® A RADICALLY NEW and efficient 
design for the self-winding 
mechanism in a watch has been 
patented by Universal-Geneve. 
In this departure, the rotor or 
swinging weight, is on the same 
level as the barrel and balance 
and has about the same diame- 
ter as the barrel. The tradition- 
al rotor, on the other hand, is 
planted over the center of the 
movement, swinging over the 


plates and overlapping the pe- 

q new CSI2N OL riphery of the movement. 
Figure 1 shows a photograph 
of the new movement, which has 
SELF-WI \ 1) NG WATCH ES three separate sections all on one 
plane. At the left are the train 
wheel, escapement bridges and 
balance. At the right are the 
winding and mainspring barrel 
mechanism and the winding-up 
wheel of the automatic train. 
Lower right contains the rotor 
and the self-winding train mech- 

anism. 

The rotor, it is claimed, has 
the same mass as a conventional 
' rotor since it is about as thick as 
by Henry B. Fried the movement itself, with only 
Horological Consultant to JC-K a little recessing to allow for 
the small, thin, reversing and re- 

duction gears underneath. 


5 Advantages 
The rotor in this Universal- Five advantages are claimed 
. for this system: The watch can 
Geneve movement is on same be thinner because the rotor is 
not added to the height of the 
plane as the rest of the mech- movement but, rather, occupies 
. . the same space level as the re- 
anism, which allows the watch mainder of the train; danger of 
a thin case-back injuring the 
rotor or the rotor axle bearings 


to be thinner and lessens dan- 
ger of rotor injury is reduced; the rotor has more 


mass, stability and better axle 
support; with the larger barrel, 
up to 60 hours of reserve wind- 
ing potential ean be stored, it is 
claimed; and, finally, any section 
of the movement can be repaired 
without removing the automatic 
weight or the unit. 

Figure 2 is an enlarged view 
of the automatic section, show- 
ing part of the automatic train 
underneath the rotor. The sec- 
tion of the large uppermost 
wheel is the transmission (wind- 
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ing-up) gear whose pinion en- 
gages the mainspring ratchet. 

Figure 3 shows the thickness 
of the rotor and the area it oc- 
cuples compared to the rest of 
the movement. The black area 
A is the rotor. The shaded area, 
below, is the space occupied by 
its automatic train. Figure 4 
shows the rotor and parts. A is 
a special alloy with a high spe- 
cific gravity which uses the 
subtlest movements of the wrist 
to store up the power. Q is the 
metal which supports the upper 
and lower bearings Rk. With the 
bearings situated at this distance 
and in dual form, it is claimed 
that the rotor has greater sta- 
bility. 


Automatic Train Explained 
Figure 5 shows the automatic 
train enlarged and in detail. A is 
the rotor, which is now turning 
in a clockwise direction. B is the 
rotor pinion which is solidly af- 
fixed to the rotor and turns with 
it, as shown by the arrow. The 
rotor pinion is always engaged 
with the small wheel C, pivoted 
and mounted on the reverser- 
plate EF. The latter contains the 
two pivoted reverser wheels C 
and DP which are always en- 
gaged with each other. The plate 
FE is also pivoted at F' and will al- 
ternately twist in a limited are 
depending upon which direction 
the rotor pinion B is turning. 
This limited twisting will al- 
low either reverser C or D to en- 
gage the reduction gear G. In 
this sequence, the rotor and its 
pinion are turning clockwise, 
which causes the first reverser 
wheel C to turn counterclock- 
wise as shown by the arrow. In 
doing so, the pivoted reverser 
plate EF is caused to twist in the 
same direction. This brings the 
first reverser wheel C away from 
the teeth of reduction gear G and 
at the same time causes the sec- 
ond reverser wheel D to swing 
into engagement with the reduc- 
tion gear D. Since the first re- 
duction gear C is turning coun- 
terclockwise, the second reverser 
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D must turn clockwise as shown 
by its arrow. This causes reduc- 
tion gear G to turn counterclock- 
wise. The click H and its spring 
prevent the wheel G from back- 
sliding. The reduction gear pin- 
ion J is enmeshed with the wind- 
ing-up wheel K which is pivoted 
in jeweled bearings in the barrel 
bridge. The winding-up wheel 
pinion L is engaged with the 
teeth of the lower (automatic) 
ratchet wheel mounted over the 
barrel on the barrel arbor to 
complete the winding in this 
sequence. 

Figure 6 illustrates the wind- 
ing sequence when the rotor is 
caused to turn counterclockwise 
as shown by the arrow. The 
solidly affixed pinion B turns the 
first reverser wheel C clockwise. 
This also causes the pivoted re- 
verser plate EF to twist slightly 
in the same direction, which 
leads the first reverser wheel C 
to engage the reduction gear G 
directly. The reduction gear 
then turns counterclockwise (as 
it should always turn). The sec- 
ond reverser D (Figure 5) is 
moved out of engagement with 
the reduction gear and acts idly 
without any usefulness in this 
sequence. Thus the second re- 
verser comes into play only 
when the rotor turns in a clock- 
wise direction. 

Figure 7 is a_ cross-section 
side view of this section of the 
watch movement. It will be 
easier to follow and understand 
if you compare it with Figure 5. 
Parts in each of these figures are 
lettered with the same alpha- 
betical designations. A is the 
rotor mass-weight, made of 
heavy metal alloy. This is held 
to the center of the rotor with a 
steel gib held down by the bevel 
screw. 6 shows the cross-section 
of the rotor pinion. At the right, 
one of its leaves is enmeshed 
with that of the first reverser 
wheel C. The first reverser C 
and the second reverser D are 
pivoted. The long pivots extend- 
ing below act as banking pins to 
limit the swinging of the re- 


Fig. 1. New Universal-Geneve 
automatic watch with self-wind- 
ing rotor and train. The rotor 
section is at the bottom. Rotor 
thickness is almost that of the 
movement itself. This model is 
12 lignes, uses 28 jewels. 


Fig. 2. Top view of the auto- 
matic section, showing twin 
reverser wheels, reduction gear 
and winding-up wheel. This 
view is an enlargement of the 
small rotor section and of the 
wheels situated under the rotor. 








big. 3. Cross section of movement with side view showing the compara- 
tive thickness of the rotor and the area occupied by the automatic train. 


1 is the thickness of the rotor-mass. 


Q 


























hog 


d, aside from thickness, is that the rotor may 
e made heavy a high-specific-gravity metal alloy attached to the 
entral portion @, which contains the upper and lower axle bearing R. 
Placing the bearings apart at such a height is said to stabilize the rotor 


nd diminish torque-wear. 


big. 5. Top view of the automatic section which occupies less than one- 


third the level area of the movement. A is the rotor, B the solidly 
attached pinion which rotates the first reverser wheel C. This is mounted 


on the pivoted reverser plate EF, pivoted at F. D, the second reverser 


Wheel, is designed to operate only when the rotor turns clockwise as 
shown here. The second reverser then is caused to engage the reduction 
wheel G. Reduction gear pinion J next turns the winding-up wheel K 
whose pinion L turns the lower mainspring ratchet M. The click H re- 
tains the counterclockwise movement of the reduction gear without back- 


winding loss. 
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verser plate E’ which is pivoted 
at F. C and D are shown in 
the cross-section enmeshed and 
geared together. 

To the right of the second re- 
verser D is the reduction gear G 
whose teeth are enmeshed with 
the reduction wheel G. The re- 
duction gear pinion J, in turn, 
engages the winding-up wheel 
K. Wheel K is mounted on the 
arbor whose pinion L is en- 
meshed with the lower ratchet 
M. The lower ratchet M is used 
only by the automatic train and, 
by a coupling, disconnects any 
motion to the manual winding 
during any automatic winding 
sequence. The upper ratehet N 
is used only for manual winding 
and by the same coupling with 
the barrel arbor, disconnects any 
motion to the automatic train 
while being wound by hand. The 
barrel O and its mainspring coil 
P complete this illustration. 


Barrel Assembly Unit 

The barrel assembly unit is 
shown in Figure 8. Here the 
winding-up wheel is in a recess 
under the barrel. However, its 
pinion is engaged with the lower 
ratchet. A coupling clutch be- 
tween the upper and lower 
ratchet prevents both turning at 
the same time so that when the 
self-winding mechanism causes 
the lower ratchet to turn, it does 
not activate the remainder of the 
winding wheels, thus avoiding 
the resistance to the self-wind- 
ing train and allowing for deli- 
cate movements to influence the 
storing of power in the barrel. 
Conversely, when you use the 
manual winding arrangement, 
the automatic train is motion- 
less, avoiding wear to these 
parts. 

Although this model has a 
sweep second hand, there is no 
wheel in the center of the watch 
—merely a thin, sweep second 
pinion driven by the third wheel. 
This model follows the latest 
trend in placing the wheel (for- 
merly known as the center wheel 
and driven by the barrel) off- 
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center. This second wheel, placed 
on the side, drives the third 
wheel which, in turn, drives the 
sweep second pinion and a regu- 
lar fourth wheel and _ pinion. 
Thus the third wheel motivates 
two pinions—one centered in the 
movement; the other, contain- 
ing the fourth wheel which 
moves the escape wheel pinion. 
The advantage in designing such 
an arrangement is that, with a 
thin sweep second shaft, both 
the barrel and the balance may 
be made larger in diameter and 
placed close to the thin, cen- 
tered arbor. With a thick center 
wheel pinion driven by the bar- 
rel teeth, the barrel must neces- 
sarily be a little smaller. 

The design of the balance fol- 
lows the modern trend of using 
a streamlined screwless rim bal- 
ance, which permits a larger bal- 
ance with its mass situated as 
far from its center as possible, 
according to good theoretical 
concepts. 

The movement is 12 lignes 
(27.07 m m). It is claimed that 
a 25 per cent reduction in thick- 
ness is possible with this ar- 
rangement of the automatic 
train. You can repair the move- 
ment without special instruc- 
tions for the going train or the 
self-winding section. But re- 
member that the cannon pinion 
is off-center and the pinion car- 
rving the minute hand is loose 
on its solid post. The friction- 
clutch for the setting of the 
hands is carried by the pinion 
mounted over the extending 
(short) post of the second wheel 
In the going train. Altogether, 
this model contains 28 jewels for 
both the automatic and going 
sections. 

Only pilot models are now in 
this country but production is in 
progress. While there is no agent 
in the U. S. at present for this 
company, the Buren Watch Co. 
(R. Gsell Co.) has a joint patent 
agreement on this layout and 
this type of watches under the 
Buren name will soon be avail- 
able. 


G 


Fig. 6. When the rotor turns counterclockwise, the second reverse} 
wheel is inoperative. In this sequence, the rotor pinion / moves the 
first reverser wheel C clockwise. This causes reverser plate Ek to twist 
slightly in the same direction so that reverser C engages the reduction 
wheel G while moving the second reverser wheel out of engagement 
with it. Thus winding takes place, whichever way the rotor turns. 


A 
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o™~ 


C 
Fig. 7. Side view of this automatic section. 
thick mass. This swings on a sturdy axl ipported by two widely 
separated bearings. Rotor pinion F is shown | 
reverser gear C which, in turn, is engaged with the second reverse} 
wheel J). This is geared with reduction wheel G. pinion J is engaged 
with the winding-up wheel AK. The winding-up pinion L is geared wit! 
the automatic ratchet wheel VW. The upper ratchet N is used only tot 
the manual winding phase which does not activate the self-winding 
section. O is the barrel and P’ the mainspring coils which, it is claimed, 
can store up to 60 hours ot reserve powel \!l] alphabetical letters 1 


this view correspond exactly In sequence with those of Fig so) and t 
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Fig. 8. The mainspring barrel has two ratchets. The upper N ts 

only during the manual winding sequence and does not activate the 
automatic part. This reduces wear in the self-winding section. The 
upper ratchet Is coupled by a clutch to the lower ratchet J which is used 
only by the self-winding train so that it need not carry along with it 
the manual winding wheels, thus making the automatic winding more 
sensitive to slight wrist movements. The winding-up wheel pinion L is 
engaged with the lower ratchet WM while its wheel is situated In a recess 
below the barrel O. This can be compared with the cross-sectional view 


(Figure 7). Alphabetical designations are the same for each part. 





WORK SH O P 
QUESTIONS 
and ANSWERS 


have a 
with a 


CROSS AND FINGERS: | 
watch in for repairs 
German cross and a finger on 
the barrel cover. I suppose that 
this is made to limit the wind- 
ing of the mainspring. How do 
vou set this up correctly ?—John 
W. borgern, Lindsey Center, 
NM. Z- 


This 
used to be called the 
Stopworks but the new 
Watchmakers Official Dictienary 
lists it as a Maltese Cross and 


lyswer: arrangement 
Geneva 


Swiss 


Finger. Its 
rightly surmised, is to limit the 
winding of the mainspring. If 
the watch is wound tightly, the 
motion may be too great and 


purpose, as you 


result in an isochronal error. If 
the mainspring is allowed to 
run down too far, the motion 
of the balance will suffer with 
a further error of the isochronal 
rating. It is found from various 
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dynamometer tests with main- 
springs as well as with experi- 
ments with actual watches that 
the middle part of the main- 
spring winding gives the most 
even power. The Maltese cross 
and finger limit the mainspring 
so that it is never fully wound. 
Nor does it allow the spring to 
run down fully. Most of these 
arrangements allow but four full 
turns out of six. To set up your 
arrangement correctly, first 
wind the mainspring fully with- 
out the stopworks. See how 
many turns it will take. Suppose 
it takes six and a half turns. 
Since you want to use only the 
middle four, place the Maltese 
star loosely in position and the 
stop finger in position so that 
its point fits into the slot of the 
star which will lock it (that is, 
next to the tooth of the star 
with the convex tip). Let the 
spring unwind one and a quarter 
turns and then move the star 
wheel so that the finger fits into 
that position. Tighten the star 
and finger. Test this by winding 
up and letting it down again. 
This need not be done in the 
watch but with the barrel arbor 
mounted in a well-fitting pin- 
vise or lathe chuck and the bar- 
rel wound by hand with the Mal- 
tese cross and stop-finger placed 
as described above. The unit 
may then be assembled into the 
watch. 


GETTING GENUINE PARTS: I have 
some difficulty getting genuine 
material for watches through a 
materials system. There seems 
to be a conflicting set of claims 
made by various suppliers. | 
had always supposed that I had 
to order directly from the Swiss 
importers for a specific watch 
if I wanted the genuine material. 
However, I heard that genuine 
material can be obtained from 
a general supply house by the 
material system numbers. Which 
is correct ?—B. B. Stearns, Car- 
lisle, Pa. 


Answer: It is possible to ob- 


tain material by using anyone’s 
system providing you specifically 
request “genuine Benrus,” 
“senuine Bulova,” “genuine 
Longines,” etc. If you make 
your request specific you will 
get genuine parts in the wrap- 
pers of the watch company, 
such as in the sealed envelopes 
of Longines, Gruen, Bulova, 
Benrus, Wyler and so on. If it 
comes in an envelope marked 
“for Bulova,” etc., it is not ma- 
terial that has been marketed 
by the watch company. Material 
systems which claim a wide ver- 
satility are sometimes too “‘ver- 
satile.” If you want an atu- 
thentic catalogue, consult the 
oficial catalogue of the 
W.M.D.A.A., which has_ been 
endorsed by every watch jobber 
and Swiss manufacturer. You 
may obtain it from your regu- 
lar material jobber. 


* * * 


VERNIER GAUGE: The master 
watchmaker with whom I work 
has a 1/100th mm _vernier 
gauge. It is similar to the one 
in the L. H. Keller catalogue on 
page 108. It is called Grossman’s 
millimeter degree gauge with 
vernier, capable of measuring 
to 1,/100th mm.—R. A. Bosch- 
ert, Bradshaw, Mo. 


Answer: This caliper is 
listed in the Rudolf Flume cata- 
log as number 2295 (page 102, 
1938 issue). Such ae gauge 
might also be had from Swart- 
child & Co. It does not measure 
in hundredths of a millimeter 
but rather in tenths. The ad- 
dress of Flume is Berlin, west, 
W35 Lutzowstrasse 94, Ger- 
many. 


ROSKOPF AND PIN LEVERS: There 
is so much talk about Roskopf 
watches and pin lever watches. 
To me they are the same. Is 
there really a difference? — C. 
Baltrish, Kings Falls, Pa. 


Answer: There is a difference! 
The Roskopf is always a pin 
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but a pin lever is not al- 
Roskopf. Let us first 
define a Roskopf watch: The 
barrel is larger in diameter than 
the radius of the watch, it is 
so large that its circumference 
overlaps the center of the watch. 
Thus, there can be no wheel in 
the center of the watch, and the 
wheel that would normally be 
there is placed on the side, off- 
center. The barrel generally has 
128 teeth. Its purpose is to elim- 
inate one wheel in the train, 
thus effecting an important econ- 
omy. The second wheel, which 
normally would be the center 
wheel, drives a third wheel 
which in turn motivates an es- 
cape wheel of 18 teeth. The 
third wheel turns counterclock- 
wise (looking at it dial-side) 
while the escape wheel turns op- 
posite the direction in which the 
usual escape wheel moves. The 
hands are motivated by a large 
wheel set on the barrel cover 
which serves as the minute 
wheel. This minute wheel turns 
a loose, cannon pinion 
which houses the minute hands. 
The minute wheel pinion moti- 
vates the hour wheel. The min- 
ute wheel and pinion are clutch 
tight on this barrel and 
will drive the hands. 

Frederic Roskopf 
(1813-1872), the Henry Ford of 
watchmaking, sought to 
watch in everyman’s 
pocket. After experimenting and 
consulting with the best hor- 
ological minds in Switzerland, he 
took the Grossman 
and employed the pin lever es- 
capement. He used this escape- 
ment because it was cheaply 
made. Until that time the pin 
had 


lever, 
ways a 


brass 


cover 
George 


Swiss 
put a 


advice of 


lever escapement been a 
horological curiosity. Since then 
it has found favor because it 
can be cheaply produced. 

Pin levers today often are 
made with regularly designed 
train wheels or a variation of 
the Roskopf train system. How- 
ever, the ordinary pin lever is 
less durably made than a regular 


jeweled lever. 
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MAKING STAFFS FROM ANNEALED 
STOCK: I am studying to take a 
Certified Watchmakers test. One 
of the questions often asked, I 
was told, concerns making a 
staff to specifications from “an- 
nealed stock.’”’ What is this and 
how should the job be done?— 
George Baumtholster, New 
York. 


Answer: Annealed stock is 
high-carbon steel which has been 
heated to a cherry red and its 
cooling controlled. This makes 
it very soft. To make a staff 
from this stock that will pass in- 
spection, it must be tempered. 
Tempering does not mean hard- 
ening in a strict sense. Temper- 
ing is performed by first making 
the stock dead-hard by heating 
the piece to a red color and 
plunging it vertically into a deep 
jar of cold thin oil. 
(If the piece is plunged hori- 
zontally it may warp.) 

Now the steel is so hard it 
cannot be cut by ordinary cut- 
ting and too brittle for 
practical use. Therefore, it must 
be tempered according to its in- 
If it is to be a one- 
dead 


water or 


tools 


tended use: 
use punch it may be left 
hard: if it is to be a cutting tool, 
such as a graver, it should be 
made slightly softer; if it is to 
into a screwdriver 
softer; 


be made 
blade, even and it a 
spring is going to be made from 
it, it should be still softer. Heat- 
ing it will take some of the hard- 
ness away. For staffs, the steel 
should be just about the same 
temper as a spring. 

Most watchmakers haven't the 
facilities to heat a piece of steel 
to a set temperature since this 
special thermometers 
and an oven. However, there is 
a simple method of doing the 
same thing by watching the de- 
gree of oxidization coloring as a 
plece of polished steel is heated 
rradually. If a hard piece of 
steel is highly polished and then 
slowly heated, its mirror finish 


requires 
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will begin to change to a light 
straw color when it reaches 
430° F. When heated to 460° it 
will become a darker straw color. 
It assumes a straw-brown color 
at 490°, dark brown at 510°. A 
tinge of purple begins to appear 
when the temperature of the 
steel reaches 540°, a rich blue at 
560° and a dark blue at 570 
After that it begins to lose its 
coloring and becomes quite soft 
again. By observing the colors 
you can tell the exact Fahren- 
heit temperature of the object. 
For staffs, temper the steel to 
540°, or a purple color (before 
it turns to a watch-hand blue) 
To make the more dis- 
tinguishable, hard 
steel with crocus paper, 
in a copper plate or dish 
heat the bottom over 
flame. This is slow and easily 
controlled. Roll the back 
and forth in the plate so that it 
When it begins to 
pan a bit 


colors 
polish the 
place it 
and 
an alcohol 


steel 


heats evenly. 
turn color move the 
higher up the flame to slow the 
process and make it 
observe the exact point at which 
the desired 
When it becomes reddish brown 
move the pan from the 
flame for short periods so that 
the purple color is reached slow- 


easier to 


color is reached. 


away 


lv; if you wait for it to reach 
purple before removing it from 
the flames the steel will continue 
taking heat from the hot pan 
and become a deeper hue. As 
soon as the steel reaches purple 
dip it immediately into the oil 
or water bath to stop the heat- 
ing. 

When the staff is cut from this 
tempered stock it will be easy to 
polish and not too hard to cut. 
The pivots will have the suf- 
ficient resiliency to withstand 
slight shocks, bends or strains 
while in the watch or being pol- 
ished. 


CHANGING CLEANING SOLUTIONS: 
I have a cleaning machine with 
an ultrasonic attachment. After 
the new solutions are used about 


ten times, the lower plate, when 
the balance jewel is uncapped, 
will come through dirty and 
moist looking. Why?—D. P., 
Richmond, Ky. 


Answer: You expect too much 
out of your solutions. Ten times 
is altogether too much use. After 
all, by using ultrasonic methods 
you are saving time, money, pos- 
sible breakage of parts and do- 
You should 
five 


ing a superior job. 
solutions after 
or six times. You need not dump 
all the solutions away; merely 
change the number 1 solution, 
rotate the others, and give the 
first rinse a new solution. 
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Ambitious © 








HERE is an immediate step to self- 
improvement in this month's JC-K 

| anune It helps your | ~ 
— ” ator . classified section. It is an _ easy- 
eG repair business. )  to-use, want-ad order form. With the 
You give | snipping of a scissors, you can tell 
more and ? the jewelry industry what you offer— 





X SS “ 


you get ‘ and what you want. There is a class- 
more. \ ification tor every need. To speed 
er snanriio woOut tL ) your personal Drogress, send your ad 
in today. 


& will nw ™ son coor 
. ? 
** 


% ¥ ¥ Nivastar Mainsprings are sold only through watch 


material supply houses. Display card can be secured just by ) See the JC-K classified section, 
sending one Nivastar envelope to ~qy 7 pages 157-154. 


HAMMEL, RIGLANDER & CO., INC. 


Box 100, Madison Square Sta., New York 10, N. Y. 





YOUNG MAN, experienced diamond as- 
sorter and salesman of fine jewelry; 
seeking position with reputable firm 
with career position in mind; can as- 
sume responsibilities; ambitious, neat, 


married, military obligation completed 


RATES AND REGULATIONS best references; address “451,”° care of 


JC-K. 


Remittance in Advance 
IS ANGELES; Supervisor - manager, 


“SITUATION WANTED” —Regular type $2.00 first 25 words; addi- de 
+ : ™ a onds, atcnes, Ss ‘erware, e 3 ; 
tional words, 10 cents per word. Heavy type $7.00; addi- exceptional background, qualifications, 

brilliant sales record, top independent 


° = Pe Weed 
tional words 25 cents per word. chain, major department stores; key 
man for ambitious organization ; tel 


“HELP WANTED"—"LINES WANTED“—and “SIDE LINES"—Regular type $4.00 Thane DUshkisk 7285. 
first 25 words; additional words 15 cents per word. Heavy STS E | : 

= *,° sp = 7 "REDDIT MANAGER: credit & collections, 

type $7.00 first 25 words; additional words 25 cents per accounts receivable supervisor; 3 years 

word jewelry, 12 years cosmetics. thorough 

‘ knowledge Dun & Bradstreet®and Jew 


ALL OTHER HEADINGS —Regular type $8.00 first 25 words; addi- Se ee ane ae ee 


+ 
rood 


tional words 25 cents per word. Heavy type $12.00 first 25 excellent typist; salary $90.00; addres: 


i. & ‘ = i $s ys,” « ‘e of J 

words; additional words 30 cents per word. ee ee ~—— 
” ’ - 959 SEEKING REPRESENTATION 
Name, Address, Initials and Abbrevia- @ Advertising matter addressed to classi- f lien , ul — ; res 
. Cod adusstings wilt not ha delivesed. or quality prestige ine, watches, 
tions count as words diamonds, fine jewelry; excellent 
. ® Classified ad form closes 10th of the atti Hall steiees. 2 . lity 
If answers are to be forwarded, 20 cents month preceding date of issue. peaceines ~ “Ml r sei oe 7 — 
@ A box number when used in ad counts ORES; MCwepeam art i: ews 

as five words. that is. “Address #13 Connecticut; address, “452. care 
No Agency Commission. care of J C-K.” of JC-K. 


extra to cover postage must be enclosed. 


SALESMAN; excellent reputation, 37; 
married; 15 years experience sell- 
ing leading jewelers in the New 

: England territory; now employed ; 

JEWELER’S CIRCULAR-KEYSTONE, CHESTNUT & S6TH STS., PHILADELPHIA 39, PA. minimum drawing considered $15. 

000 annually; finest references: 

confidential; address, “B, 4547,” 

WATCHMAKER; 13 years experience ; ‘are of JC-K. 
age 31, married, accustomed to repair- 


In answering Box Numbers address envelope “Box —,’ care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 
original letters of recommendations. 





; > ing 3 or 4 watches per day: highest 
Situations Wanted quality work on all types of watches, 
. salary $110.00 per week; address “T., 

$528,"" care of JC-K. 


LONG TIME experienced jewelry store MANAGER; 43, top diamond and watch | Lines Wanted 
manager desires change after Xmas; salesman: 20 vears experience in all 
complete knowledge of all phases of op- phases of jewelry & credit operation ——— 
eration; address “G., 4514,” care of presently supervising 3 units; prefer — 


JC- “ue ~ yo? 
southwest; address “S., 4526," care of WEST COAST: top salesman with 1 











WATCHMAKER :; capable seasoned JOC-K. vears experience desires fine gold-filled 
benchman ; qualified estimating, selling ; ACCOUNTANT, full charge bookkeeper or 14K jewelry line to jobbers exelu 
salary or commission ; store or shop . ave 44 . business administration degree, S1V¢e ly address a 2 1572,” care of JC-hk 
presentable, conscientious college man ; retailing, small business background, 
address “A., 4570,” care of JC-K. payroll, taxes, prepare, analyZe, inter- SIDE line of findings, gold, sterling silver 

SALESMAN; desires established prestige pret financial statements , address "A., and gold filled = pce” with Rood 

ee : 1569," care of JC-K. following: & vears traveling, New York 
line; New England and = surrounding through to North Carolina \ddress 
le Binten P pgay nee ~ 0 COMSINOTON ; good M BGS. REP; 96, married; with Mid- “M. 3083," care of JC-K 
abt , = ent references; ad western retail following, seeKs exclu- ' 

_ tress S., 4527," care of JC-K. sive line with reasonable guarantee; 01 NEW ENGLAND Commission Agent 

SALESMAN better jewelry, desires position of sales-manager, store man- wants line well designed gold costume 
change : territory, ee ee ave. amines ager or _promotionalist will ! relocate jewelry for 1959 nothing under 4k 

Shore, Maryland, Penna., District of address “R., 4461," care of JC-K top jewelers only; address “H., 4062 

Columbia ; | good references; address COUNTERMAN available; reputable New care of JC-K 

“Ww. obo, care of JC-K. Jersey jewelers; wealth of experience 

- diamonds, watches, kindred lines : Rast C ¢ Miieonad 

n . Fas oast. Mice R 

r; American Gem Society, age 36, stead) eo relationship main ob - Sato shia hia rove re 

age essive salesman; thoroughly expe- re F.' age ag nee: address “‘S pty otf egg eect AR men a 

rienced It) all phases of jewelry busi- — — > ; — address ‘442.’ care of JC-K 

ness; address “H., 4573," JC-k 


ee 


SALESMAN; 15 years experience 





CERTIFIED Gemologist; registered jew- 


e| 


SALESMAN, MANAGER; 12 years expe- 
a. ome rience in retailing: 387: family man SALESMAN SOUTHEAST 
a th agpantin ly 3 with diversified ability in all phases ot STATES ; well acquainted with 
— . ar ’ i sieak ir credit operation willing to relocate for ers and Gift Sho wants an 
impeachable_ integrity; comprehensive permanent position; address “K., 4550 lished line of Gold Chai 
experience, highest class voluminous care of JC-K S ldres 
retail procedure available February bork, che 
address “S., 4559,"" care of JC-K ENPERIENCED jewelry salesman 
diamond assorter YVoune imbitio 
MANAGER: thoroughly qualified : 25 married ; capable of assuming respot 
years experience all phases credit jew- bilities: seeking sales position wit! 
elry business; can assume full responsi ture and reputable firm; address ‘4 
bility ; pre sently employed : desires evare of ee 
change: address ‘‘J.. 1553." eare of 
IC. MAN “FRIDAY ld ars’ experien 
Wholesale diamond Ing lini 


COUNTERMAN available, reputable New and production department Laid 

de rsey lewelers wealth of experience ustomers and stocl diamond 

diamonds, watches, kindred Lime New Yor] , 

steady pleasant relationship main ob ) (ter ret 

ectlve highest reference address “S ‘ 2 a 

1469." care of JC-K POOR SALESMAN: poor iciall 

to present employmen by lMationaily TENAS, CKLAHOMA, LOUISIANA 

LEADING SALESMAN: jewelry boxes: known prestige firm, desires ) ARKANSAS, representation a 

trays, fabrics, d splays national follow tine F = COMMITS ree te : pbictl write TOLA Tumblew é 

ing rated retailers, wholesalers, im- ried college graduate: prefer N. J “a ern Jewelry Traveli 

porters, manufacturers; $12,000 draw De law: Tritory adress b., tool) ion, c/o David Shaptt 
early fifties: highest reference: ad- i | n st ba 
dress “S., 4560," care of JC-K 


ly 


care of JC-K oO} i710 Jacl 


a ea pa oon oe auicetiiines SALESMAN: strong retail following: 
ate, ag ye interested in company that purchasing inventory, personnel 15 years one territory, one concern: 
he can grow with; presently employed mond mountings manutacture , 11 seeks quality line from reputable 
AT eet ne = a wert rt Penn- vacating - pore gy ste . eae Manufacturer for East, on commis- 
of IC-K. —— —— , | | | sion: address, “446.” eare of JC-h. 


experienced, college gradu- 


1566." care of JC-K 


157 





VERS. REP... Sth Ave. Showroom, sell- 
ing Chain, Dept. Stores; Jobbers; 
will be interested in Plated & Ster- 
ling Holloware line and kindred 
line for 1959: address, “449.” care 


of JC-k. 


VMiTUAL OPPORTUNITY: Manutfae- 
turers Representative now with top 
house having over five hundred 
jewelry accounts. five far Western 
states, seeks top fine jewelry or ring 
line: address, “P. 4571.0° eare of 


JC-h 


SEASONED manufacturer's represen- 
tative with well established following 
selling wholesalers and jobbers in 
Southern States and Northeast, seeks 
one additional manufacturer's line: 
Jack Kay, [5 Maiden Lane. New 
York City. 


WELL known Silverware salesman who 
has travelled extensively for 20 
vears in the “Key Cities*°-—in Mid- 
dlewestern and Southern territories 

(will consider either territory) 
with one plated ware line averaging 
$175,000 volume vearly, is open for 
two popular priced lines, plated and 
sterling stainless 

steel flatware or costume jewelry : 
has the respect and confidence of 
department stores. jewelry,  cata- 
logue and mail order buvers: have 
always been considered the “Tops” 
in the silver industry: will consider 
replies from reputable manufactur- 
ers; can finance myself; open for 
interviews; planning for 1959: ad- 


dress, “L. 416,” care of JC-K. 


hollow-ware or 


SAL PAA ANNE RR Le ANNES EI AAMT I eet 
Side Lines 








fe carry moder ris line of 
atintum diamond =; c| ported Pold 
ounted pierce al 
tate Jewelry 
tf J¢*-Kk | 


‘) ble diamond eat i 
address J ibad. ear 


S“ALESMEN with established territory to 
arry a& popular price gold ring line 
OMMIsSsSion tate experience territory 
ind references schwartz Jewelrv Co 
Inc., 850 Elk St.. Buffalo 10. N. ¥ 


SALESMAN New York ("ity loast 

(‘oast nationally known line of 14K 
pendants, attachments, ete.. for whole 
Salers and chains addre “MM food,’ 
Care at 1d *-Kk 


152 


HOCH territories still open for top 

alesman selling high-class retailers for 
exclusive imported fine costume jewelry 
no competition in sales commission 
only ; address ‘443, care of JC-K 


SALESMAN for N. Y. State & New En- 
gland commission basis 14 Kt. ear- 
rings, tle tacks & pendants: calling on 
Retail & Department Stores this line 
ready Jan. 10, 195%: address “S., 4575," 
Ca’re ot JIC-K 


L-EPRESENTATIVE for established man 
ufacturer of Ladies gold ring mountings 
and diamond pendants COMMISSION 
basis Midwest, South and Paciti 
(‘oast territories open; J. Abraham &« 
Son, 7 W if oe & « & 


SALESMAN to represent Manufacture) 
xtensive line of mountings including 
eocktails, engagement and wed 
ring sets vents rings and 
La, eommission basis 
territories open address ““M 
care of JC-kk 


SALESMIEN with established following 
among Class jewelers to represent a 
prestige organization: prefer men with 
Sterling, Flatware 
tal lines il companion association 

confidentia! 
(*-Iy 


(‘hina or fine ('rvs- 


adare ~ & 


replies =! ri\ 
iN ' 
kM 
Vers 
throughout 
basis: no o 
les his Ne 


L\ddress |) 


NEW YORK man wanted to cover 
Middlewest carrying one of the na- 
tion's most outstanding, advertised 
14K jewelry lines: many established 
accounts; replies held confidential: 


address, “C, 4549,” care of JC-K. 


SALESMEN, one for Indiana, one for 
Wisconsin, with established | terri- 
tory; carry popular wedding ring 
line; commission; state experience 
and references: address, “JC-k, 
Box 353, 300 N. Michigan, Chicago 
Sf 


WEST COAST SALESMAN for quality 
watch line with retail jeweler fol- 
lowing: liberal draw: excellent op- 
portunity for right man to join top- 
line company; full particulars first 
letter; replies confidential; address, 


“EF, 4532.” care of JC-kK. 


WANTED; Sales Representative to 
carry our Nationally accepted line 
of jewelry to wholesalers, catalog 
and mail order houses and other 
volume users in the East: we de- 
sire a representative that has one 
other line only: address, “S, 4543.” 


‘are of JC-RK. 
NEW ENGLAND SALESMAN for qual- 


itv watch line with retail jeweler 
following; better than average draw; 
exceptional opportunity for right 
man to join a top-line Company: 
full particulars first letter; replies 
confidential; address, “F, 4533.” 


eare of JC-K., 





Help Wanted 








JEWELER all around man, for better 


repairs and special order work, Wanted 
at once, year round work, daylight 


er é 


shop; address “F., 4552,” care of JC-K 


QUALITY WATCHMARKER for leading 


jeweler; finest working conditions: air 
conditioned shop: permanent Sharf- 
mans Jewelers, Worcester, Mass 


WATCH SALESMAN — our message 
too important for this small space: 
see Display ad page 134. 


WATCHMAKER with sales expert 
state experience, equipment, age 
ary expected: Sheridan Jewelry 
6222 Georgia Ave. N.W., Washtt 


. 


I). ¢ 


JEWELER capable of producing 
jewelry and also able to take charz 
a manufacturing shop if opportunt' 
viven: write everything in detail 
dress “S., 4539," care of JC-kK 


ALL AROUND MAN for retail - 
must be good watchmaker and ab 
ASSIST on cClocks and other work 
wait on trade: H. kK. WOODS, 50 
burton Ave., Yonkers, N. Y 


SALESMAN for old established 
je welry Store In New Jersey 
nent: write experience, age Sali 
pected: address » t 14 
J(*-K. 


YOUNG MAN, preferably from small 
Midwest city with some retail sales 
experience; William Crow Jewelry. 
910 16 St., Denver 2, Colorado. 


YOUNG MAN, capable 
repairs and meeting 
Dept. Suburban store 
necticut State age, 
expected address 


J¢’-K 


experienced ; T1Ve 
working condition 


permanent 


WATCHMAKER 
week ideal 
Northern Ohio Citys 
state age, experience salary expe 
im first letter address “ht 2165 


of JC-K 


SALESMAN to assist Manager in « 
jewelry store splendid opportunits 
nice appearing, personable top flig 
salesman salary desired experie! 
references and other details in first 


ter address ee 1546. CATe of 


WANTED: men vith established 
tory to carry a side line of Import 
watches, on commission basis SI 
experience, territory and reteret! 
Box | Sunnyside Station, lL. I * 
N. 


ALIVE; EXPERIENCED salesmat 
outstanding semi-mounted diamond 
line; popular priced territory 
South, Southwest Midwest 
references required : address 
care of JC-K 

WATCHMAKER highly <killed 

need apply modern established s 

permanent replies confidentia 

age, CADET ICICEe, references sulal 

pected in first letter address N 

land Watch & Clock Repair 

Northland Center, Detroit 5o, M 


; 


MANUFACTURER of established 
Silver Plated hollowware 
rienced salesmen for Southeast 
west and Middlewest territories; 
line to department stores, Jewelry 
vift stores: address ‘“L., 455%,” @a 


JC-K 


seeks 


ASSISTANT FOREMAN Nationa! 
tal Gold Manufacturer has opening 
experienced Melter, Roller who 
eventual Foreman capabilities ; non-sei 
sonal: liberal fringe benefits ; send 
resume to J. F. JELENKO & CO., INC 
i3sG6 W. bana St., N. r. 19, N. 


SALESWOMAN experienced for 
old established Manhattan jewelry 
cern: (In business since 1906) thor- 
ough knowledge of diamonds and gold 
jewelry; $10,000 a year salary plus 
bonus for qualified woman: must have 
large personal following: write yy 
4538,"" care of JC-K 


DIAMOND SALESMAN for Southern 
territory; only experienced diamond 
ring salesmen with well established 
following need apply; wonderful 
opportunity for the right man; H. 
Hamburger Co., Ine., 22 W. 48 St.. 
New York 36. 


CIRCULAR-KEYSTONE 





extensive di- 
line; perma- 


SALESMAN; Southeast; 
amond ring delivery 
nent opportunity for experienced 
man with following to take over 
our Many active accounts; draw vs. 
commission; S. Reiman & Sons, 64 
W. 48th St., N. Y. C. 


PERMANENT POSITION open for top 
credit jewelry salesman with execu- 
tive ability: must have merchandis- 
ing and window trimming experti- 
ence; for appointment phone 
HUnter 6-4300: Greenberg’s Jewel- 
ers, Linden, N. J. 

SALESMEN 
ring house 

require 


known diamond 
sales organi- 
for Mid (en- 
England; men 
with established retail following only 
need appls liberal commissions, draw 
Ing against commission give thorougmn 

tecedents in first letter all informa 

rm kept in strict confidence address 

1h5S.’ care of JC-K 


WATCHMAKERS and department man 
ivers openings in leased watch and 
ewelry repair departments in leading 
department stores throughout eountry 
established company seeking only 
en Interested in permanent positions 

working conditions: high pay 
experience People’s Watch 


pany, 120 Summit St., Toe 


Nationally 
adding to our 
salesmen 


and New 


Zation 
t? States 


a. ellent 

l¢ age 

Repair Con 
Corde 


HMAWER: $125.00 weekly guarar 
much money as you care 
repair department 
basis tore 
position 


top >t 


ea TT) as 
pig Vi lume 
es. Commission 

Midwest two 
ediatelys miust lve 
ikers or do not apply VW 
t bys ’ 


spel) 


able 


iT Pritis| 
lay write 
P44." ¢ of JC-K 


vatehes pe} 
erv: “D 
SALESMAN for prestige nationally 
known Silver Plated Hollowware 
line; must be aggressive and have 
established following to cover the 
(arolinas, Georgia, Fla., and Ala., 
full particulars in first letter; re- 
plies confidential; address, “444.” 


care of JC-k, 
SALESMAN for prestige 


known Silver Plated Hollowware 
line; must be aggressive and have 
established following to cover Wash- 
ington, Oregon, Calif.; and Utah: 
full particulars in first letter: re- 
plies confidential; address, 445,” 


care of JC-k. 


WE HAVE OPENINGS in our organ- 
ization for several watehmakers in 
stores located through Southeast; 
tiberal, major medical benefits, life 
insurance and retirement plan; give 
full information in first letter, ref- 
erences and present earnings; ap- 
piv Friedman’s Jewelers, LOL W. 
Broughton St., Savannah, Georgia. 


DIAMOND SALESMEN for East and 
South: well established trade in 
both territories: our present repre- 
sentatives are aware of this ad: 
drawing and commission; only top 
men need apply; big jobs and big 
money to work for a well rated, well 
known house for a good man; all 
information confidential; address, 


“H, 4548.” care of JC-K. 
SALESMEN; GOOD opportunity for 


young outstanding Jewelry sales- 
men to connect with a well known 
fast selling diamond and stone ring 
line; individual capable of unlimit- 
ed earnings with a liberal draw with 
this ring manufacturer; give full 
details and territory desired in 
first letter; all replies held confi- 
dential; address, “D, 4542.” care 


nationally 


sales 


line for jewelry 


MAKING: 
sell patented 


retail following ; 
Vari-Gem ladies and gents gold stone 
rings; the amazing ring line 
where the retail jeweler himself can in- 
terchange and securely reset a Variety 
of birthstones, pearls and onyx 
In a Vari-Gem ring in 60 seconds ; com- 
pact line; excellent Commission; tern 
tories open: Cthilo Illinois, Wisconsin 
Minnesota, New Jersey, New York Citys 
New York State and Connecticut; pro 
tected territories David lteffer Co 
Inc., 106 Fulton St New York, N. 


SALES OPPORTUNITY with nation- 
ally known distributor of quality 
line of watches selling through jew- 
elers; territory is well established 
with room for growth; want man 
interested in permanent position 
and willing to work hard; prefer 
experience in Southern States; draw 
against commission: state experi- 
ence, age, family status; send snap- 
shot or photograph—will be re- 
turned; references not contacted 
without vour permission; address, 


“M. 4534.7 care of JC-K. 
ertising 


Kk NEEID a qualified Lely Man 


direct t acdve <ing affairs © 


MONEY 


mien, 


Stone 


Stones 


aver to 
our ehain = oft 
duties will 
perience il 
television 
fill the role 
planning 


aging 





For Sale 


Stores, Stocks and Businesses 


SMALIL JEWELRY 
tion pDlentyv repall 
lent ‘ 1? | 
reered Chee 
Jewelers 
Or 2-502] 


IheWEELEY 
old establ 
cluSIVe 
i\ illab 
thaout Ae 

Diamond § 

New Mex 


ESTABLISHED 
‘Vel iil ( 


VIR G 
rum ORT 

dants 

business lo 


(llle Te 1] he 


climate om. [den 
‘ 


, 26 


14, care 


ESTABLISHED 


pient 


WELL 
fully equipped 
a real buy for 
one Wishing to 
price will be rignt 


! 
cated in fastest ero 


Se-mii-re 


t Nal a 


‘ 
‘> 


ownel wishes 1 
1651." eare of JC-hk 


HMGH-GRADE jewelry 

Loop doing $100,000 gross for 1 
and fixtures price Worked dow! 
to $60,000: all Sterling lines including 
Towle blonde tixtures tir conditione: 
and complete must dignified is] 
operation adress “kK Pints care 


al 


ST eve rt 


1(*-IN 


{ 


NEW JERSEY cash jewelry store; 60 
years same ownership; LOO% loca- 
tion; top. lines; air-conditioned: 
favorable lease; retiring; must sac- 
rifice: $28,000 complete; Scott A.- 
<ociates, Box 461, Plainfield, New 

Jersey. 

established 

trade ile 

very Low 


well 


' Wet 


©SWELRY STORE, 
South Texas city i) 
25,000, Feature all top lines 
watch repal ross F5S0.000 to 
Inventory ee Le recounts ere 
Th fixtures S500: Can make mnvet! 
lower cham if lifetime Tor 


teary ia) pre 
son with iso! for selling «dtu 


to health and t business intere 
adadre 4 of J¢*-k 


SH Chee 


| 


For Sale 


Pools, Equipment 





Business Opportunities 


en 


CONSLEI GORDON BROTHERS! 
America s most complete service in 
cash buving and liquidating jewelry 
stores and stocks, Consult us on any 
phase without obligation, 38 Brom- 
field St.. Boston. Hancock 6-3233. 


LIOLIDATE? GORDON BROTHERS! 
Flat sale or prestige or 
volume operation . . . your 
<ale on commission basis, the bene- 
fit of our 54 vears experience and 

organization. See  ad- 


auction, 
give 


extensive 
below. 
SELL STORE? GORDON BROTH 
ERS! Our reputation is your cer- 
tainty ...of maximum price, speed. 
reliability. facilities to meet indi- 
vidual needs. Oldest and largest 
eash buvers in the country. See ad 


below. 


ANTHONY J. GREGORY, auctioneer. 
6748 No. Ashland; Briargate 
11-7303. Chieago 26, Hl. 


[.] INK ELMA-: 





BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 

‘ 
references; see our ad page 129. 

LONG TERM CAPITAL wanted by pro- 
fessional jeweler with 40 years exper! 
ence to establish quality jewelry lrm 
in tropical land of Paradise; fast grow- 
ing I S possession , ullque opportu- 
nity potential unlimited this man 
widely Known professionally there ad- 
dress “Z., 4529," care of JC-K 

MR. RETAIL JEWELER If the going 
rough, we can help you financially 
and with merchandising ideas, if you 

tiify we are not sale eonductors 


we do not want to buy you Out We are 
practical people who desire to Keep you 


in business we profit only when you 
miakKe A profit. State location and nun 
bel ot years established we Want to 
near trom jewele! Del., Md., 
D.C., Va... and N would wel 
ome our help; write in strictest con 
fidence address “M., Z are 7) 
ies 
MARTY MIs SALI 
quick action-cash profits our 
ost vou nothing testimonla 
iundreds of jJeweiers ] 
1} sale Is turned 
Ktra volume 
product 
ii \ aiftia 
uride! 
Our eXecullve tall 
thre best W rite ’ 


} 


Sales Ime 


Miami Mlorida 


CALL COL. GORDON F, COBB; If 
you want to conduct a clean, digni- 
fied, successful sale; thirty years 
Jewelry Sales and Auction experi- 
ence; letters from grateful Jewelers 
throughout the country; highest 
bank and trade references; prefer 
sales in Ky., Ind., Tenn., and Ohio; 
write or wire for December Sale: 
COL. GORDON F. COBB, 509 Ky. 
Home Life Bldg., Louisville, Ky. 


DO you need cash? Examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for vour 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten vears alone; their 
thankful letters are in our files for 
your Inspection; wire, write or tele- 
phone; Manny Silverman of Silver- 
man Sales Enterprises, 580 Fifth 
Ave... New York 19, N. Y. Telephone 
PL. 7-4693. 

AN AUCTION experience unequalled 
in the world of jewelry auctioneer- 
ing; successor to Briggs and Dodd. 
Est, 1890; Briggs and Reid; Briggs 
and Faussett, of the “Might» Men 
(” the Hammer”; started the Year 
1958 off with close-out for G. W. 
Heffernan, Memphis, Tennessee. 
one of the Nation’s top stores, con- 
cluding with a trade sale of $100,- 
000 in diamonds and gold jewelry 
on last day; we then followed with 
an auction a month with inquiries 
growing daily; references in virtu- 
ally every state in the Union: we 
specialize in close-outs down to the 
very key in the door; consult us in 
confidence for we will not phone 
you on receipt of your letter: Amer. 
ica’s best known jewelry Auctioneer: 
THOMAS J. FAUSSETT, 521 Flem- 
ing St., Howell, Michigan. 

ANT TO RAISE CASH? Our retail 
flat sales are definitely different 
because we sell only the merchan- 
dise YOU want sold and guarantee 
you the top dollar; an amateur can 
sell the cream of vour stock! At 
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the termination of your sale you'll 
be ready, willing and able to con- 
tinue your business with a_ well- 
balanced stock of the cream of your 
inventory and with money to pay 
your bills. Yes, we can and will do 
this and still protect your valued 
reputation and franchises; OR IF 
YOU WANT A COMPLETE LIQUI- 
DATION SALE We guarantee you 
a COMPLETE liquidation down to 
and including fixtures, equipment 
and materials; what’s more we'll 
post a CASH bond insuring that vou 
receive (after all expenses) at least 
the amount you and our representa- 
tative decide your store is worth; 
wire, write, phone collect: 
CHARLES SHANE, JR., TRADING 
CORPORATION OF AMERICA, 234 
Euclid Ave., Cleveland 14, Ohio; 
Phone Cherry 1-5810; References: 
Central National Bank, Dun & Brad- 
street: Jeweler’s Board of Trade. 


Wanted to Purchase 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of it, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 38 Bromfield St... Boston, 
Hancock 6-3233. 

USED engraving block and engraver's 
tools: ENGRAVING SERVICE, 229 
Third St. N.W Canton 2, Ohio. 

WANTED: 5 or 6 modern Walnut jewelry 
showeases, measuring 5 to 6 feet each: 
will pay cash; must be in good condi- 
tion: Rider Jewelry Co., 161 Third St., 
Baton Rouge, La. 

STORES WANTED; having recently sold 
out my jewelry store, want to go back 
in; will pay up to 100 cents on. the 
dollar for old established store; <A. 

Broadview Hotel, E. St. Louts, 








(Crowell, 
11} 

WE ARE INTERESTED in buying 
stores in Cities of approximately 
20.000 or more in North Carolina, 
South Carolina, Georgia, Florida, 
Alabama & Tennessee; if you desire 
to sell write Box #F, 4536, care 
of JC-K, to arrange for an _ inter- 
view; we will be interested in retain- 
ing present management, 

SPOT cash for diamonds, any size, 
any cut; loose or mounted; watches, 
new standard makes; used watches 
or trade ins, any make, antiques, 
lavallieres, chains, men’s or ladies’ 
set rings: anything vou cannot sell 
send to me for cash; old gold, gold 
filled, silver, watch bands; refer- 
ences, Dun & Bradstreet; S. W. 
Hora, 1810 Netherwood Ave., Mem- 
phis 14, Tenn. 

SPOT cash for diamonds, watches new 
or old, miscellaneous jewelry; check 
by return mail subject to vour ac- 
ceptance: we have unlimited capital 
for this purpose; established since 
1919: for references, Michigan Ave- 
nue National Bank of Chicago and 
Jewelers’ Board of Trade, Harry 
Elkins & Company, 59 East Madi- 
son Street, Chicago, Illinois, Ran- 
dolph 6-7390. 

CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels’ for highest 
prices; we send you a check at once 
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and hold shipment intact for your 
approval; references; National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s, 
Dept. K, 108 Beale Ave., Memphis, 
Tenn. 


Watch Work, etc., for 
the Trade 





ee 


FINE watch repairing for the trade; all 
work guaranteed for one year; 3 to 5 
days service; Watchmaker tested; rea- 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill. 

IXPERT and guaranteed watch repair- 
ing: Wwatchmaster tested; 25 years ex- 
perience : 5 days service: prices on re- 
quest: H. D. Vicker, 1405 Delafield, 
Mt. Pleasant, Texas. 

BOSTON, MASS.; expert and guaranteed 
watch repairing: Watchmaster tested ; 
prompt service, prices on request: mail 
orders invited. David Migdal & 
109-B Summer St., Tel. Hu 2-9547. 

COMPLICATED watch specialists: 
watch repairing to the trade, five 
service: all watches timed, tested 
guaranteed; 25 years’ experience. 
dio Watch Service, 1510-20 E. 
ware Place, Chicago 11, II. 
t-EKLIABLE TRADE wateh repairing: ex- 
cellent service: electronically timed; 
cases polished: work guaranteed: rea- 
sonable prices; all watches insured; J. 
CAPARQO, 16 E. Wood St., Norristown, 


Special Order Work and 
Repairs for the Trade 











JEWELRY repairing: new mountings fur- 
nished: diamond setting. Harold Jacob- 
son, 29 E. Madison St., Chicago 2, III. 

WHEELS and pinions cut prompt and 
guaranteed service; estimates and price 
list on request. The Clock Shop, 108 
2nd St. S.W., Charlottesville, Va c 

REPAIRERS since 1899 of Sterling Sil- 
ver equal to new by British and Amerti- 
can silversmiths:; estimates submitted ; 
work guaranteed; Klatzko, % N. Munn 
Ave., Newark, N. J. 

REPAIRERS OF THE IRREPAR- 
ABLE: restoring, china, glass, silver, 
ivory, tortoise shell, miniatures, 
fans. dresser sets; jewelry; Hess 
Repairs, 168 E. 33rd St., New York 
City. N. , # 

RING LOCK SPECIALISTS; will sup- 
ply popular wedding ring lock, in- 
cluding labor, for 88¢: any type 
ring; mail order or messenger; 
prompt and guaranteed’ service; 
RENBOTT JEWELERS, 206 MAR- 
KET ST... NEWARK, N. J. 


Miscellaneous 


JUST RELEASED! HAMILTON 
ELECTRIC WATCH REPAIR MAN- 
UAL; over 100 step by step illustra- 
tions: price $6.50; Western Penna. 
Horological Institute, 807 Ridge 
Ave.. Pittsburgh 12, Penna. 

TUMBLED STONE JEWELRY sells on 

sight: we offer over 30 different items 

with a 100% markup: these include 
items made from Petrified Wood, Bra- 
zilian Quartz, Catseyes, Cultured 

Pearls, etc; list is free: send $1.00 for 

a sample large Tumble Polished Petri- 

fied Wood Baroque with cap attached 

ready for pendant chain: 18 vears i 

the stone business: J. Avery, 332 

Columbia Blvd., Woodridge, N. J. 
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HONESTY: 500 DISCOUNT! 
Cy | the words that Lincoln spoke, few are better 
than: 
can fool all of the people some of the time and 
the people all of the time. but you can't fool all 
people all of the time.” 
nany sellers—-manufacturers. as well as retailers 
stupidly ignored Abe’s wisdom, and the result 
een the recent orgy of fake bargains. As a result. 
- Lincoln's maxim foretold. “all of the people- 
ted to protect themselves against the hucksters 
ott-sighted, foolish rapaciousness. The peoples” repre- 
ve. the Federal Trade Commission, spoke forth 
nse of all the people on October LO, with its nine 
valnst price trickery. 
me rules boil down to this: A “reduced 
must mean an honest reduction below the seller's 
and customary retail price” for that article. And 
imer price’ must mean the price for which the 
was sold immediately before the lower price. 
ules forbid fake pre-ticketing. of course. This is 
especially ugly kind of con game, in which guilt is 
ointly by manufacturer and retailer. The manu- 
prepares the ruse by setting an inflated lis! 
the article. Sometimes he quotes that price in 
h ad in a consumer magazine simply to support 
m that this is the nationally advertised price, 
dealer lures the customer in. with a_ selline 
below the manufacturer's bogus list price. 
ly. the selling price is the regular price. But the 
lake “difference” purports to be a discount. a bargain. 
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matters not who is to blame for the recent) mish- 
! morality. 
as back lo the last contab you had with a 2rou) 
of local pyewelers. Didn't one man describe some phony 
stunt pulled off by somebody “down the street? Didn't 
another man deplore the lack of morality of somebody 
else “down the street?” To judge by the talk. weren’t all 
hands present as white as snow? But. in actual fact. 


, 


“wasn almost every soul in the room “the man down the 


street ¢— 


What has been needed for a long. long time is nothing 


less than a spiritual reawakening in this industry. Yes. 


irth of respect for the noble metals. the precious 


vems and the intricate trainworks of wheels with which 
we are associated. And. yes. a rebirth of the naivete we 
had when we came into industrv—the days when we 
thought what a miracle it was that jewelers. almost alone 
among merchants. were privileged to sell beauty, the 
universal symbols of love and affection: the davs before 
we learned to consider ourselves smart businessmen and 
to measure each sale by how much we got out of it. 
very jeweler who reads this page could have written 
this editorial. because we all learned the truth in Sun- 
day school and we still know truth from untruth: 
from wrong. Every jeweler could have written the FT 
rules himself. straight from his own heart. The one 
word, honesty. says it all. 

Lets be a litthe more practical and a little less 
“smart.” The jeweler who rubs his hands at how he has 
just outsmarted a customer. has succeeded only in out- 
=marting himself. Without honesty. business shrinks into 
no business. and the next generation of vour own family 
for whose iuture vou are Tow working will receive little 
more than an empty shell as their legacy. 

The goods we handle are exceptional. The finest trait~ 
in human nature are compared to our sterling. our 
pearls and our gold. The stars themselves are compared 
to our diamonds. 

Let's stop cheapening those standards, debasing ow 
self-respect and defrauding our children out of what 
should be theirs some day. Let's halt those lame excuses 
that competition forces us to bend our conscience and 
make worse something which we know is wrong. 

Just a vear ago. G. H. Niemeyer. chairman of the 
Jewelers Vigilance Committee. declared that the jewelry 
industry was “the low man on the totem pole. in terms 
of public trust in its advertising.” 

It is late to change our collective ethics. But not too 
late. The time to start is now. You know what to do. 


\nd it is vour duty to see that others do likewise. 


elt Vedic 


EDITOR 


Jewelers who spot fictitious prices should send their complaints 
to the Jewelers Vigilance Committee, which has long cooperated 
effectively with the Federal Trade Commission. The Committee s 
address is 15 W. 44th St., New York. 
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ONEIDA SAYS THANK YOU 
TO THE JEWELERS OF AMERICA 


for the wonderful reception you've given OUr NEW COMMUNITY PROGRAM! 


eee NEW PACKAGING » « « « « With its wide variety of sets to meet 


every need. 


eertoour NEW PRICING 
to our *eet @ 8 @# @ with Sets realistically pricea to fit every 


budget requirement. 


al NEW “BEAUTY WRAP’. that keeps Community completely tarnish-free 
while in your store. 
erreur NEW PATTERN...... 


BEAUTIFUL 


You have expressed your confidence and belief 
in “Silver Flower”... showing that you, with us, 
are looking to the future! 





And, of course, you can continue to buy with 
confidence, because in Community's new 


policy there is no confusion in prices or deals. 


Your new orders have shown that the public, too, is 
enthusiastic about Silver Flower,” the new packaging and 
the new pricing. Take advantage of this enthusiasm—be 
sure to tie in your promotions, displays and local advertising 
with the extensive national program. You'll get greater 


response to ‘Silver Flower’’—greater sales in Community! 


Crafted by 


ONEIDA 
» SILVERSMITHS 


makers of distinctive tableware 


* TRADEMARKS OF ONEIDA, LTD.. ONEIDA, W.Y 





